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Rough Proofs 


Now that the races have been 
running in Chicago all summer, a 
loan company has begun sponsoring 
the evening broadcast of the results. 
The tie-up here is just a bit too 
close for comfort. 


* * * 


New York newspapers are no 
longer printing the trade names con- 
nected with sponsored programs. 
Listeners are going to worry them- 
selves sick about this. 


* * * 


However, if the radio audience 
hasn’t caught on yet to the fact 
that Amos ’n’ Andy are really work- 
ing for Pepsodent, putting the name 
in the paper won’t do any good. 


* * * 


If John T. McCutcheon needs any 
material for his “Changing World” 
cartoons, here’s a honey: The Mil- 
waukee Dairy Council is running a 
co-operative advertising campaign 
to increase the consumption of milk. 


* * * 


Of course, the success of the Wis- 
econsin milk campaign will give an 
opportunity to revive, with a 
slight revision, the once famous 
slogan, “The —— that made Mil- 
waukee famous.” 


* * : * 
College presidents are reported to 
be opposed to the return of beer. 
One of these days somebody is going 


to get a lot of inside information by 
querying the college students. 


* * * 


A thread manufacturer has un- 
dertaken to expand his market by 
creating a demand for spools. But 
why bother with thread if you can 
sell spools? 


* * * 


Ed Mehren, famous for years as 
the editor of Engineering News-Rec- 
ord, has been chosen president of 
the Portland Cement Association. 
This sort of thing will gradually 
create the impression that editors 
know what they are talking about. 


* * #* 


In spite of its long fight on testi- 
monial advertising, the National 
Better Business Bureau is practi- 
cally forced into the racket by an 
endorsement from a joint committee 
of the A. N. A. and the Four A’s. 
Now who’s going to censor the B. 
B. B. advertising? 


* * * 


N. W. Ayer & Son have re-estab- 
lished their poster advertising de- 
partment, which they discontinued 
twelve years ago. Outdoor advertis- 
ing probably regards this as a pre- 
ferred location. 


* * 


As a result of its merger, Dor- 
land International is now operating 
offices in London, Paris, Berlin and 
other foreign centers. Hint to navy 
Prospects: Join an export agency 
and see the world. 

* * * 


The record seems to show that 
Wrigley has been talking about 
chewing gum after smoking since 
1915, thus making a sap out of 
Rough Proofs. The story should have 
been written about a couple of other 
fellows. 

Copy Cus. 


TRIPP EXPLAINS 
RATE VIEWPOINT 
OF NEWSPAPERS 


Says “Occasional User” 
Should Pay Higher Rate 


Elmira, N. Y., July 30—Frank E. 
Tripp, general manager of the 15 
Gannett newspapers, believes na- 
tional advertisers should pay a 
higher rate than local advertisers 
because of their occasional use of a 
medium which depends for every- 
day use on its existence. 

Mr. Tripp expressed this thought 
as follows in a communication to 
publishers of the Gannett news- 
papers: 

“When I am in New York I oc- 
casionally ride out to Ray McKin- 
ney’s home to spend the night. Mind 
you, I just do this occasionally. I 
walk to the New York Central win- 
dow and I buy a ticket for which I 
pay $1.25. I get on the train with 
Ray and hand my ticket to the con- 
ductor. I make no complaint about 
the price I paid for it. 

“At the same time Ray hands the 
conductor a commuter’s ticket. The 
ride for which I have paid $1.25, 
taking it only occasionally, cost Ray 
about 50 cents. It never occurred to 
me to jump down President Crow- 
ley’s throat about this discrimina- 
tion because Ray McKinney makes 
that round trip twice every work 
day of the year and I take the trip 
only occasionally. It is right that 
he have a lower rate than mine. 


Rides Every Day 


“The local advertiser rides almost 
every day. He is the man upon 
whom the newspaper depends when 
it builds its plant to meet certain 
peculiar loads and capacity condi- 
tions. He is the man who deter- 
mines the size of the newspaper’s 
equipment and establishes the aver- 
age upon which the publisher may 


-make an investment and establish 


his business. 

“In other words, he is the fellow 
who may be compared with Ray Mc- 
Kinney and supplies the every day 
passenger who justifies the news- 
paper, even as it justifies the New 
York Central to run so many com- 
muters’ trains and carry sO many 
cars of them. 

“If it were not for this local ad- 
vertiser there would exist no such 
facilities in newspaper advertising 
as now exist for the general adver- 
tiser to take advantage of when he 
likes, to come in when he likes and 
stay out when he likes, any more 
than there would’ be commuters’ 
trains upon which I could ride at 
my convenience if there were not 
thousands of commuters to use them 
daily. 

“It is my contention that the na- 
tional advertiser has no right to 
expect the rates which are given 
local advertisers because it is not 
the national advertiser who sus- 
tains, guarantees and perpetuates 
the service which he now buys to 
suit his convenience.” 

Mr. Tripp also pointed to basic 
differences between the problems of 
the manufacturer or retailer and 
the newspaper publisher. The for- 
mer, he believes, is able to base his 
selling price on known production 

(Continued on Page 13) 


Maxwell House Bids 


for Supremacy with 
Vita-Fresh Campaign 


New York, July 30— General 
Foods Corporation has launched 
“the largest advertising campaign 
ever released by any coffee” to 
stress the advantages of the Vita- 
Fresh process developed for Max- 
well House. 

Lewis W. Waters, vice-president 
in charge of research, said the new 
process, invented by Thomas M. Rec- 
tor, chemical engineer of the com- 
pany, creates a vacuum of 99 per 
cent instead of the 90 per cent 
hitherto achieved. 

“Repeated experiments,” Mr. 
Waters said, “have shown that 
through contact with oxygen in the 
air, coffee loses approximately 60 
per cent of its flavor within 10 days 
to two weeks after roasting. 

“For years coffee roasters have 
sought diligently for ways and 
means of getting coffee to the con- 
sumer while it is still fresh. Stale 
coffee always has been the bane of 
coffee drinkers, as well as of manu- 
facturers. In fact, coffee freshness 
is today the livest topic in the coffee 
industry.” 

The Vita-Fresh~ process of ~ pack- 
aging Maxwell House Coffee has 
been installed in the Brooklyn, Los 
Angeles, Montreal, Jacksonville and 
Houston plants. 


Will Share Process 


The announcement by General 
Foods Corporation said the Vita- 
Fresh process would later be made 
available to the coffee industry gen- 
erally through an arrangement with 
the American Can Company. 

Large space—single pages or 
spreads—is being scheduled by the 
company’s agency, Erwin, Wasey & 
Company, in a dozen general and 
women’s magazines. Full pages also 
are being used in newspapers in the 
200 largest cities in the country. 
Other newspaper copy for smaller 
papers is projected. 

More than 100 grocery and tech- 
nical trade publications also are 
being used to announce the new 


GENERAL FOODS’ CHIEF 


Chester M. Colby, Jr. 


process. The copy for a time, will 
offer a booklet explaining the new 
process. 

A special slide-film has been made 
for exhibition at the 26 General 
Foods district headquarters and also 
for the use of salesmen contacting 
the trade and public. 

The trade copy was captioned 
“The Most Important Announce- 
ment in the History of Coffee Mer- 
chandising.” It described the new 
process as “not just another’ va- 
cuum, but spectacular new protec- 
tion for America’s finest blend.” It 
explained that outdoor advertising, 
car cards, radio and spectacular 
signs would supplement the publi- 
cation advertising. 

The magazines to be used in the 
campaign are The Saturday Eve- 
ning Post, Collier’s, McCall’s, 
Ladies’ Home Journal, Woman’s 
Home Companion, Time, True Story, 
Good Housekeeping, Holland’s Mag- 
azine, Capper’s Farmer, Country 
Gentleman and The New Yorker. 


Last Minute News Flashes 


“Physical Culture” 


in Mammoth Drive 


New York, July 31—Effective with its October issue, Physical Culture 
will reduce its selling price from 25 to 10 cents a copy. In the mean- 
while, an advertising campaign in magazines and newspapers with a total 
circulation of 13,000,000 will announce a $10,000 subscription contest. 


Detroit Advertisers Boost Legion Convention 


Detroit, Mich., July 31—Many national advertisers will devote a part 
of their future copy to boosting the September convention of the American 


Legion. H. T. Ewald, president of 


the Campbell-Ewald Co., heads the 


Advertising Board created for this purpose. Fisher Body Corporation is 
already featuring the convention in its poster copy. 


New York to Foster Anti-Chain Legislation 
New York, July 31.—All retail lines were represented last night at a 
meeting to fight chains by legislation. A bill is being prepared by Rep- 
resentative Emanuel Celler, of Brooklyn, for introduction to the New York 


State Legislature. 


Adopt Cellophane Wrapping for Pies 
Newark, N. J., July 31.—The Pie Bakeries of America, Inc., is now 


issuing Mrs. Wagner’s pies in 


ie wrappers. 


CANADA ADOPTS 
BENNETT TARIFF 
ON U, S, PAPERS 


New Duties to Be Effective 
September 1 


Ottawa, Canada, July 30 — The 
House of Commons has extended 
final approval to the new tariff 
schedule as it applies to United 
States periodicals. The new duty 
will therefore take effect Septem- 
ber 1, with the exception of that 
on Sunday newspapers. 


No further changes were proposed 
on the third reading of the bill, 
which was passed without debate. 


It will be three weeks or a month 
before Premier Bennett makes pub- 
lic the list of periodicals which the 
Government considers “religious, 
educational, scientific, philanthropic, 
agricultural, labor and fraternal,” 
all of which are to be given special 
favorable treatment. 


The newspaper duty of 15 cents 
per copy on Sunday newspapers con- 
sisting largely of features and 
comics will take effect at a date to 
be announcede> =.) ~ i 


ae 


Canadian Distribution 
of Sunday Papers 
New York, July 30—Sunday news- 
papers of the U. S. have a wider 
circulation in Canada than one 
would surmise. A tabulation by 
one New York newspaper covering 
13 papers in six cities shows a Sun- 
day circulation of 286,923, of which 
284,306 is distributed by Canadian 
dealers and the remaining 2,617 
mailed directly to the subscriber. 


The papers covered in this sum- 
mary include the Tribune and Her- 
ald and Examiner, in Chicago; 
Times in Los Angeles; Sunday Ad- 
vertiser in Boston; Courier-Express 
and Times in Buffalo; American, 
Herald Tribune, Sunday News and 
Times in New York; and Free 
Press, News and Times in Detroit. 

The National Publishers Associa- 
tion, 15 West 37th Street, says Ca- 
nadian officials are considering 
granting an extension of time on 
subscription orders now on publish- 
ers’ books, and have requested the 
association ‘to secure the following 
information from publishers to aid 
a decision: 


Per cent of advertising in last 
issue and average advertising con- 
tent in normal times; total number 
of subscribers’ copies in Canada as 
of Sept. 1, 1931; number of Cana- 


jdian subscriptions expiring every 


month from September, 1931, to 
March, 1932. 


Canadian Paper 
Discusses Tariff 

Toronto, Canada, July 30—Under 
the heading, “History-Making Duty 
of Foreign Publications,” Canadian 
Advertising Data presented an in- 
teresting discussion of the tariff on 
United States periodicals in its July 
issue. 

“Canadian manufacturers who 
have no affiliation with foreign com- 
panies,” remarked this paper, “have 
long fretted at the tremendous flood 
of advertising for foreign products 
which regularly inundates the Can- 
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ADVERTISING AGE 


August 1, 1931 


— 


adian public through foreign peri- 
odicals. 


“We doubt not that many of these 
manufacturers did some of their 
fretting within hearing of Mr. 
Bennett. 


“Ten years ago our Canadian law 
courts placed a definite dollars and 
cents value on this ‘overflow’ adver- 
tising. During the legal battle for 
the control of the old Battle Creek 
Toasted Corn Flakes Co. of Canada 
Limited, now a part of General 
Foods, a stated amount was allowed 
for the advertising that had been 
done by the parent company in 
American periodicals which had a 
circulation in Canada. 


Demand Protection 


“This growing consciousness of 
the value of advertising on the part 
of the purely Canadian manufactur- 
ers, and the feeling that articles 
sold in Canada under brands identi- 
cal with those used in the United 
States had an advantage over the 
purely Canadian product, brought 
forward from time to time demands 
on the Government then in power 
at Ottawa for an impost on this ad- 
vertising space which entered Can- 
ada freely through American peri- 
odicals. 


“In order to visualize clearly the 
predicament in which the manufac- 
turer of a product native to Canada 
found himself, let us consider the 
motor car field. There is sold in 
Canada today one motor car which 
is not presently advertised under the 
same name in the United States. 

“In a recent issue of one popular 
American weekly we find 14% pages 
of motor car advertising valued by 
Canadian rates at $17,095. All of 
this advertising is promoting the 
sale of cars that are competing for 
business with the Canadian manu- 
facturer. 

“Taking this as an average issue, 
it means that in one year in this 
one publication alone the Canadian 
manufacturer starts his business 
race under an advertising handicap 
of $889,940. 

“Canadian publishers have had no 
tariff or other protection except the 
hardiness of the Canadian pioneer, 


and yet they have been subjected to 
competition on a scale that has no 
parallel in the world. 


No Parallel in World 


“Nowhere else is it possible to 
find a combination of conditions and 
circumstances where a country with 
a powerful publishing industry is 
situated immediately adjacent to a 
smaller country whose people speak 
the same language and whose read- 
ing habits are so nearly identical as 
in the United States and Canada. 


“That the Canadian circulations 
of many or all foreign publications 
will decline is certain. United States 
manufacturers who have in the past 
relied on the ‘overflow’ circulations 
of American publications to give 
them Canadian coverage will find 
it expedient to adopt other plans to 
insure effective coverage of the Can- 
adian market. 


“To what extent circulations of 
foreign publications will suffer it 
is difficult to predict, but it is freely 
admitted that their losses will be 
heavy. 


“The principle of taxing foreign 
publications has been adopted. If 
foreign publishers wish to maintain 
their Canadian circulations they 
may do so if they are prepared to 
pay heavily for the privilege. 

“One large publisher if he main- 
tains his present circulations in Can- 
ada will pay over $350,000 annually 
in duties. Will the publisher absorb 
the duty or pass it on to the sub- 
scriber in the form of higher sub- 
scription rates, or a higher news- 
stand selling price? That is the 
problem of the foreign publisher. 

“Business, trade and _ technical 
publications are affected under the 
new regulations equally with the 
magazines. Their circulations in 
Canada for the most part are not 
large, and they are not likely to in- 
crease when the subscription price 
on a weekly publication may ad- 
vance from $5 to 7.60 or, if the 
publisher has to absorb $2.60 on 
each Canadian subscription. 

“The Sunday papers and the 
cheap fiction publications will, it is 
anticipated, be wiped out of the 
picture entirely. Canadian week-end 


Turning Possibilities 


To Probabilities — with 


COLOR 


Color used for attention value will get 
attention, but little more. Color used 
to show a product to better advantage; 
to inject an emotional appeal; to en- 
hance desire; can turn possible sales 
to probable ones. 


Color and the yal Unit are coin- 
cident thoughts. For the Quality Unit 
furnishes a readership of cultured men 
and women with incomes in the high- 
est brackets. They read these magazines 
to be informed. They are fair minded 
and of broad interest: — Receptive to 
advertising. Reacting to the dramatic 
in the world of happenings they re- 
spond to the dramatic appeal of color. 


Color is not expensive. In the Quality 
Unit with the full 429 line page, color 
inserts cost but $2,950.00 for the 
350,000 readers of these magazines. 
The quality Unit is your medium for 
color. 


The Quality Unit 


FORUM 
REVIEW OF REVIEWS 
WORLD'S WORK 


55 FIFTH AVENUE, NEW YORK CITY 


PRINCIPALS IN AGENCY MERGER 


Howard S. Hadden (left) former president and treasurer of 
Dorland International, who becomes chairman and treasurer of 
the organization of the same name formed by the merger with 
the overseas division of George Harrison Phelps, Inc. At right, 
Mr. Phelps, president and general manager of the new agency. 


newspapers clearly are benefited, 
and there would appeap to have 
been opened up some fine opportu- 
nities for week-end papers in the 
Maritimes, in the West and in Brit- 
ish Columbia.” 


“YOURS TRULY, 
GLEN BUCK” 


Chicago, July 30—A new brochure 
of institutional advertisements cre- 
ated for Marshall Field & Co., (re- 
tail) by the Glen Buck Company 
also expresses the underlying phi- 
losophy of Glen Buck, veteran head 
of the agency. 

The following pithy sentences 
were interposed between reproduc- 
tions of the advertisements: 

“Good advertising deals with hu- 
man nature, even more than with 
goods.” 

“The well written word moulds 
the destiny of nations and it is the 
secret of advertising’s mighty 
power.” 

“The great American extrava- 
gance is the buying of expensive 
white space in publications, only to 
fill it with commonplace and unin- 
teresting copy.” 

“Good order in advertising ar- 
rangement is as necessary as order 
in an army. A regiment without 
rhythm is a mob.” 

“No great picture, book or adver- 
tisement was ever created by a com- 
mittee. Take away from it the dis- 
tinction of personality and you are 
sure to have a dull and lifeless 
thing.” 


Must Read First 


“It’s the advertising that gets the 
attention of the greatest number of 
people that gets the greatest num- 
ber of dollars.” 

“If you want a new outlet, get 
a new outlook. The best way to 
better your sales is to better your 
supply of ideas.” 

“Why use hokum, when good ad- 
vertising will do the job better and 
at less expense?” 

“Rough neck advertising is a chal- 
Ienge of public intelligence. People 
are not as dull and cheap as some 
advertisers imagine them to be.” 

To conclude his observations, Mr. 
Buck chose this quotation from Sir 
Henry Irving: 

“In all of my long experience I 
have never met a man whose opin- 
ions concerning the art of acting 
were of any value to me, unless that 
man was himself an actor. The only 
way to know an art is persistently 
and successfully to practice that 
art.” 


Mayor Buys Paper 
Andrew J. (Bossy) Gills, mayor 
of Newburyport, Mass., has bought 
the Commercial Press, of that city, 
and will publish it as a daily or 
weekly. 


Marse George 
Doesn’t Control 
“Tobacco Leaf’’ 


New York, July 30—Denial that 
George Washington Hill, president 
of the American Tobacco Company, 
has his own private trade paper in 
the Tobacco Leaf has been entered 
by the latter. 

In reporting the sale of Interna- 
tional Confectioner to the Tobacco 
Leaf Publishing Company, Confec- 
tioners’ Review said “Tobacco Leaf 
is reported to be the mouth-piece of 
George Washington Hill.” 

Carl Avery Werner said this re- 
port is “nothing less than a despic- 
able lie.” 

The Liggett & Myers Tobacco 
Company took a bow this week in 
its Chesterfield copy when it devoted 
a paragraph to advertising its ad- 
vertising. 

A non-smoking young woman was 
quoted as to the preferences of her 
girl friends. 

“Another one,” she _ said, 
been smoking Chesterfields for a 
long, long, time and had always 
liked them; but she also liked the 
way they were advertised. 

“The advertising seemed to her to 
be the truth and the whole truth— 
it wasn’t always knocking somebody 
or something!” 


Cleveland Club 
Boosts Membership 


Walter L. Bartel, of the advertis- 
ing department of the American 
Stove Company, is a new member 
of the Cleveland Advertising Club. 
Others are: 

Lennox Duffus, art director, Cen- 
tral Outdoor Advertising Co.; P. D 
Ricketts, Jr., directory copy editor, 
Ohio Bell Telephone Co.; Virgil B. 
Truman, artist; and John U. 
Walker, vice-president, Irwin-Walk- 
er Displays, Inc. 


Issue Second Edition 
of Gardner’s Book 


A second edition of the “The Eco- 
nomics of Advertising,” written in 
1927 by Edward H. Gardner, of the 
J. Walter Thompson Company, has 
been published. Revisions have been 
made. 

Gilbert T. Hodges, president of 
the Advertising Federation of 
America, provided the foreword to 
the new edition. 


Adcrafters Defeat 


Typothetae at Golf 


The Adcraft Club of Detroit de- 
feated the Typothetae by six points 
in the annual golf tournament at 
the Grosse Ile Golf and Country 
Club, gaining permanent possession 
of the trophy hung up by Detroit 
paper houses. 

Nine foursomes participated. Ger- 
ry Whale presented the cup at a 


“had |- 


‘lager in New 


CENTRAL CUTS 
OUTDOOR RATES 
12.9 PER GENT 


Cleveland, O., July 30—J. A. Zim- 
mer, president of the Central Out- 
door Advertising Company, has an- 
nounced a rate reduction of approxi- 
mately 12% per cent on poster 
advertising. This reduction applies 
to all existing and future contracts 
to be executed on and after Octo- 
ber 1, 1931. 

The cut applies to plants operated 
in Cleveland, Toledo, Sandusky, 
Lorain, Elyria and Ashtabula, cov- 
ering the “triple million market” of 
Northern Ohio. 

The company also announced it 
will adhere to the agency commis- 
sion of 163%4 per cent on national 
accounts. The reduction applies to 
both national and local advertising. 

H. H. Packer, chairman of the 
board of the Central Outdoor Ad- 
vertising Company and president of 
the Packer Group of outdoor adver- 
tising companies, has announced a 
similar policy, affecting outdoor 
advertising in 21 cities in 11 states. 


First to Act 


Mr. Zimmer said the Central Out- 
door Advertising Company is the 
first large plant operator to recog- 
nize that the trend of operating 
costs permits a lower schedule of 
poster rates. The decision, he said, 
is in accord with the resolution of 
the Association of National Adver- 
tisers pointing out that the cost of 
advertising, like that of other com- 
modities, should be reduced. 

“The economic transition which 
all business has been experiencing 
inevitably applies to the cost of 
poster advertising,” said Mr. Zim- 
mer. 

“When genuine economies in pro- 
duction can be effected, as is the 
case today, it is sound business 
sense to give the advertiser the 
benefit of lower rates. In many in- 
stances the lowered rates will en- 
able the advertiser to effect more 
complete coverage and will not mean 
a reduction in advertising appropri- 
ations. 

“After all, the important thing 
in advertising right now is to stimu- 
late more advertising. By acting at 
once, we are confident that this re- 
duction will engender a feeling of 
confidence on the part of space buy- 
ers. Advertising, like any other in- 
dustry, should know where it stands. 
A reduction of 12% per cent in 
poster space is a material lowering 
in outdoor advertising cost that 
should be of timely advantage.” 


To Manage Detroit 


Office for “Motor” 

Fred N. Dodge has been appointed 
manager of the Detroit office of 
Motor, succeeding Harry H. Doer- 
ing, promoted to advertising man- 
York. 

Mr. Dodge was formerly vice- 
president of the J. C. Haartz Co., 
New Haven, and more recently with 
MacManus, Inc. 


Issue Bibliography 
of Outdoor Field 


The Outdoor Advertising Associ- 
ation of America, Chicago, has com- 
piled a list of books covering out- 
door advertising and related sub- 
jects. 

Copies are available to those in- 
terested. 


Biscuit Account to 


J. Walter Thompson 


The advertising of the Oven- 
Ready Biscuit division of the Bal- 
lard & Ballard Co., Louisville, Ky., 
will be handled by the Chicago and 
Cincinnati offices of the J. Walter 
Thompson Company. 


Joins Harley Ward 
W. N. McKamy has joined Harley 
L. Ward, Ine., Chicago publishers’ 
representatives. He was formerly 
with the Gundlach Advertising Com- 
pany and more recently in the Chi- 
cago office of the Fawcett Publica- 
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ADVERTISING AGE 


WILSON BROS, 
REVIVE COURSE 
FOR RETAILERS 


Dealers Glad to Pay $25 and 
Their Own Expenses 


Chicago, July 30—Wilson Broth- 
ers’ School of Display and Design, 
which has languished for a year 
following the promotion of its di- 
rector, Tom Leslie, will be revived 
when a new class convenes August 
17. This dealer help is unique in 
that patrons pay a $25 tuition fee 
in addition to all personal expenses. 


While there will probably not be 
a return to the practice of holding 
10 or 12 classes a year, Mr. Leslie is 
arranging to take enough time from 
his duties as manager of the shirt 
department to conduct two classes a 
year in Chicago. 


Dealers are warned that the 
school is anything but a vacation 
idea. They are told to bring work 
clothing and to prepare themselves 
for intensive effort from 9 to 5 
o’clock on all five days of the course. 


The purpose of the school is to 
teach the proper technique for dis- 
playing all items of men’s wear, as 
well as Wilson Brothers haberdash- 
ery. Leading manufacturers of 
suits, overcoats, hats, shoes, and 
sport goods co-operate by providing 
an ample supply of their merchan- 
dise for demonstration and practice 
purposes. 


Invite Co-operation 


The company invites all national 
advertisers of related goods to par- 
ticipate. Where competitive manu- 
facturers express the wish to come 
in, they are taken in turn. Glad 
to be represented, the assistant 
sponsors usually have to be re- 
strained from overdoing their part. 


Subjects covered include store lay- 
out, alphabets, fixtures, lighting, 
display cards, stock arrangement, 
colors, merchandise treatment, unit 
display and the ensemble. 


The conventional teaching method 
is followed. Students are familiar- 
ized with principles and then told 
to apply them, using the 42 model 
windows built into the company’s 
salesroom. 


The average number of students 
to a class is between 35 and 40, so 
that each pupil has a window of his 
own. As the displays are installed, 
they are reviewed and criticized. 


Mr. Leslie said the course was 
free in the beginning, that later 
dealers outside the preferred class 
were charged, and that now every- 
one is required to pay. 

“To give the classes every advan- 
tage involves heavy expense for ma- 
terial and damage to merchandise,” 
he said. “The tuition not only off- 
sets this expense partly but in- 
creases the popularity and prestige 
of the school. 


Attracts Ambitious 
“It also attracts earnest students, 
which is a good thing for the class 
as a whole and the reputation of 
the school.” 
Mr. Leslie is the originator and 


Bros.’ establishment. 


which he defines as the group- 
ing of displays by kind of merchan- 
dies, style, price, ensemble, etc. 


One of the many advantages of 
the unit plan, according to Mr. Les- 
lie, is that it simplifies the problem 
of injecting variety into window dis- 
plays, as it is comparatively easy 
to change one unit of the tnree or 
four in the window every other day, 
or even every day in the case of 
stores in the larger cities. 


Including an enrollment of about 
35 for the new class, the Wilson 
Brothers School of Display and De- 
sign has graduated nearly 1,000 
pupils in the past eight years. 


New Haven Names 


New Committees 


J. H. J. Adams, Wilson H. Lee 
Advertising Agency, president of the 
New Haven (Conn.) Advertising 
Club, has appointed committee chair- 
men as follows: 

Newspaper publicity, Leslie H. 

Tyler; outdoor publicity, James R. 
Ahern; membership, Kenneth A. 
Redfield; luncheons, Harry B. Ken- 
nedy; 
Auditing, Clifford R. Dickerman; 
entertainment, Adolph Lembach; re- 
ception, Michael F. Campbell; vigi- 
lance, Raymond E. Hegel; 

Providence convention, John H. 
Clyne; speakers, Leslie H. Tyler, 
Kenneth A. Redfield and Adolph W. 
Lembach, for fall, winter and spring, 
respectively; prizes, F. Irving John- 
son, and scholarship, Robert R. 
Chamberlain. 


Standard Brands 
Fights Malt Tax 


Standard Brands, Inc., New York, 
has filed a suit to test the constitu- 
tionality of the new Michigan malt 
tax. 

The statute imposes a registration 
fee of $25 on retailers and $100 on 
distributors, adding a fee of $25 for 
every motor vehicle used in trans- 
porting malt. Standard Brands al- 
leges it sells to bakers only. 


Will Accept Law 


The Public Service Company of 
Oklahoma, largest utility affected by 
the new State law forbidding the 
merchandising of electrical appli- 
ances by power companies, has an- 
nounced it will not test the law. 


Train Kills Butler 


Charles E. Butler, 53, a director 
and former merchandise manager of 
Butler Brothers, Chicago mail or- 
der house, was killed by a train 
near that city July 27. 


foremost exponent of unit display, 


HOW “UNIT DISPLAY” OPERATES 


This is the famous “Concentration Avenue” in Wilson 


Offer Clocks 
for Names of 
Live Prospects 


Newton, Iowa, July 30—Sales of 
the Maytag washing machine have 
been given impetus through an 
offer by salesmen of an electric 
clock to any user who will give the 
name of a prospect later sold. 

The Maytag Sales Corporation, 
subsidiary of the Maytag Company, 
has placed particular emphasis on 
promotion of sales through users 
of its product. 

The clocks are in two designs, 
mantel and kitchen, and cost, whole- 
sale, $4.05 and $5.50, respectively. 
This cost is borne in part by the 
salesman who works on the lead 
furnished by the user. 

The company formerly worked on 
a plan of giving $5 in cash for leads, 
but has found the clocks bring bet- 
ter results, as there is a large de- 
mand for them among housewives. 


Farm Papers Unite 


in Promotion Project 

Ten sectional and national farm 
papers have united in publishing 
“The Better Times Chronicle,” a pro- 
motion piece in the form of a news- 
paper, which gives an intimate pic- 
ture of farm conditions. 

The publications participating are 
Kansas Farmer, Oklahoma Farmer- 
Stockman, Missouri Ruralist, Pro- 
gressive Farmer, Ohio Farmer, Indi- 
ana Farmers’ Guide, Pennsylvania 
Farmer, Dakota Farmer, Michigan 
Farmer and Capper’s Farmer. 


Myers & Golden File 


Bankruptcy Petition 

A petition in bankruptcy has been 
filed by Myers & Golden, Inc., New 
York advertising agency, liabilities 
being listed at $69,058, with assets 
of $18,071 consisting chiefly of ac- 
counts. 

The principal creditors listed are 
The Iron Age Publishing Co., $6,150; 
Willard G. Myers, $10,237; Chilton 
Class Journal Co., $6,907; Irving- 
Cloud Publishing Co., $4,162; Mc- 
Graw-Hill Publishing Co., $2,382. 


Timken Oil Burner 


Sales Show Gain 


Timken eil burners have shown a 
sales increase of 23 per cent over 
1930 thus far in 1931, E. V. Walsh, 
general sales manager, said at a re- 
gional sales convention in Philadel- 
phia this week. 

Increased advertising is scheduled 
for the fall, and a larger sales or- 
ganization will go after the business 
in this peak season. 


Ward Consolidates 


Research Activities 
Montgomery Ward & Co., Chicago, 
have combined all research into one 
department, with L. S. Keilholtz as 
general director. 

Mr. Keilholtz has been associated 
with some of the largest advertisers 
in the country. He spent 19 years 
with C. F. Kettering, vice-president 
of General Motors Corporation. 


Extend Gasoline Tax 


The Texas attorney general has 
ruled that the four-cent gasoline 
tax must also be paid on gasoline 
substitutes, such as naphtha, trac- 


tor fuel and crude petroleum. 


No. 73 of a Series 


Its a Cinch for 


BRAINS 


CRIBNER’S is an easy market; anybody can sell 


it. All you have to have is brains. It may mean 


locking the junior members out in the hall while the 
big shots of the agency get their heads together and 


bite the ends of their pencils; but it can be done. 


If you don’t want to do that, the easiest way is the 
oldest: Hack off a slice of copy intended for Shanty 
Hill and use that. It won't do you any good, of 
course, but you'll have the satisfaction of filling up 
that nice white space. 

But we are going on the assumption that you want 
to sell the Scribner families. Mind you, families. If 
you'll pardon the ponderous approach, we'll tell 
you that it isn’t something you can do off-hand. It 
requires brain work of a high quality and all the in- 
genuity you can scrape up around the office. It 
requires your best art work and lay-out and plan- 
ning. It may mean headaches where headaches nevez 
were known before. It will mean the use of high 
pressure—not the high pressure of the old line blah 
salesmanship, but the high pressure of gray matter. It 
will absolutely mean that you can’t use Shanty Hill 


copy to win the Scribner families—mind you, families. 


While we're still up here on the rostrum, we 
might as well get it in that Scribner's has a high class 
audience. We can't hide that from you. It responds 
to sound ideas, logically presented. It is not aroused 
by the ordinary approach. It is a small audience of 
950,000 people but when it thinks it does the 


thinking for the millions. 


CRIBNER’S fy 


Barts ee . itt net Seay BRS te a oc ape eh eh: OMe if aor iit Ee Se es ae “eer CAR ee ee * ; o aee boos k ate Ta ie DY a a seats ce . oy oe ei ; Z : a7 eas : 
Pe ee 3 ae Sad 
. es SS Py ae 
: — i 
| WHERE DEALERS LEARN ABOUT DISPLAY > 
Som * - Dol ee : ee oe > | te o sf : 
| "™, a _ ; A 4 bi = : 
be Zo e — 
= Sees § Pre oe ee ie | ee 
Bes woe t i@ r ¢ : 25 diner 2 
: c ; = = _ = - =i 4 ; : i 
: ets a hs ——_ Sz 2 — he 
, cs -.. ee! ie at 
be re ty fi iii : 
yy a F ? eee EE | 
“ ae i ia ill mnie ik ns 
. | hae 
ee ee 
* ee 
a ae 
“ as 
. aie 
1- - 
of a 
r- a os re 
S. LAR IRE NET Ea RA MANS OS A NRE NEE —_ 
ie 
it- : 
he 
e ee 
1g 
of | | ee 
id, 
of aeaeeenanneed 
of | 
“i enema oe 
ch oe OO ee sat 
ng 
of : 
m- 
ro- 
he ee 
he | tsi‘“‘CSC*S*s*C : 
he P 
in- 
en- : 
ore 
an 
ri- 
ing : g ; : ; 
4 pe 
re- i ee cee oe 
of | 
uy- , a 
4 ee 
. | — 
in gen ee i 
ing ee 
hat 
? | 
ited 
of 
oer- pO 7 
\an- = 
rice- a 
Co., 
vith | Fl - 
— a lll 
| Tae = jibe 
4 ie 
es 
eld 
s0ci- 
:om- 
out- 
sub- | 
aa 
| in- 
ee ase 
te, |e 
— ak es 1 SEY Sg al | 
ane | “ee: ane “— rr | 
ven- | - Se : . : 2% ‘ 
er | 1 cs 3, a _ zy . | PO 
ys 4 : ; 5 
and » we. ’ - — ° 
alter ; Po 4 4 
ie , es re 
~~“ 2 2 Lextg* IN > ' EGR Sioa ae) AR MIRC IRD LEE OGA ICS AR GIO LL IALE TEE RE 
si as gexe a bprepanemamietciiremtremnneer i 
“a 2 oe a SCs 
nerly ae : a sl ; Kee * 
Com- — a cies _ 
Chi- = —— 
lica- 
—— ee ee 
rahe (oad et ae ~ s 


fe 


ADVERTISING AGE 


August 1, 1931 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago - - - - 


New York Office, Graybar Bldg. - - 
G. D. CRAIN, Jr., 
President and Publisher 
B. KEBBY 
Secretary 


Tel. HAR. 7504 
Tel. MOhawk 4-1572 
KENNETH C. CRAIN, 

Vice-President 


R. T. SANFORD, 
Assistant to the Publisher 


Advertising Representatives 
W. E. DUNSBY, Eastern Manager, New York 
BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 
BUSINESS PUBLICATIONS BUREAU, 1045 Sansome Street, San Francisco, 
Phone Douglas 4306; 1206 Maple Street, Los Angeles, Phone Westmore 6477 


MURRAY E. CRAIN, Managing Editor. 


HAROLD MONAHAN and J. 


A. MARTZ, Associate Editors. 


HAROLD F. PODHASKI, New York; LEE L. ROBINSON, Washington. 
Correspondents in All Principal Cities 


Vol. Il, No. 30 


CHICAGO, AUGUST 1, 1931 


5 Cents a Copy, $1 a Year 


What’s a Good Advertising Buy? 


This question of advertising rates 
continues to be a subject for wide 
discussion, among advertisers, agency 
men and publishers. Advertisers are 
asking for lower rates. Some pub- 
lishers have announced reductions. 
Still others are making changes 
which insure better mechanical 
presentation of the advertiser’s mes- 
sage, or other improvements which 
make the space a better buy at the 
current rates. 

Publishers are evidently just as 
eager as advertisers to make their 
space a good buy. There have been 
wide variations in the values offered 
by publications at comparable rates 
heretofore. Circulation obviously is 
not the whole thing. Some publica- 
tions have been able to win far 
larger and more spontaneous accept- 
ance with relatively small circula- 
tions than others have been able to 
get with larger coverage. 

After all, what the advertiser 
wants is advertising value. Right 
now he is particularly anxious to be 
sure of getting a dollar’s worth of 
value for a dollar of advertising 
appropriation. Whether this means 
that he should expect and realize a 
horizontal reduction in rates is not 
apparent; but it is apparent now, as 
it has always been, that discrimina- 
tion must be exercised by the adver- 
tiser, because of the variation in 
values available in the advertising 
market. 

Publishers will continue to make 
their products as attractive to the 
buyer of space as possible. They 
cannot continue in business unless 
the space which they manufacture 
seems to represent a good buy. 
There have been bargains in the ad- 
vertising market heretofore, and 
there are especially good buys to be 
had right now, but only the intel- 
ligent and discriminating buyer 
recognizes a bargain when he sees 
one. 

Publishers who are maintaining 
rates are pointing out, in most cases, 
a better product, more circulation or 
some other factor which makes their 


space a good value at current rates. 
Those who have reduced rates have 
the opportunity to claim greater 
value now than heretofore, in line 
with current demand. But the pri- 
mary problem of the space-buyer re- 
mains just what it has always been 
—the exercise of intelligence in 
determining what is a good buy for 
him. 

One way to reduce rates is to re- 
duce circulations. It is doubtful, how- 
ever, if publishers generally will 
willingly cut down the distribution 
which they have regarded as essen- 
tial to market coverage. Here again 
it becomes the task of the advertiser 
to determine what his own require- 
ments are, and which mediums can 
meet them to the best advantage. 
No two advertisers want exactly the 
same service, because no two of them 
have exactly the same merchandis- 
ing and advertising demands. Values 
vary in the same medium because of 
the variation in advertising require- 
ments. 

Competition is the greatest factor 
in insuring increasing value for the 
advertising dollar. Regardless of de- 
mands for reduced rates, values will 
become greater as the pressure for 
them grows. The attrition of com- 
petitive factors will break down any 
rate structure which cannot stand up 
under the burden of delivering 
maximum value consistent with 1931 
requirements. 

Now, as always, the real oppor- 
tunity lies with the smart buyer— 
the man who knows values, who 
knows what he wants, and who can 
weigh the intangible. Space buying 
is not a job for an office boy. It is 
not a simple problem in arithmetic, 
determined by circulation statements 
and rate-cards alone. The wise 
advertiser has always bought values, 
and he is getting greater values to- 
day than ever before. The unintel- 
ligent and undiscriminating has 
always paid more than necessary for 
what he got, and he will continue to 
do so, regardless of the general 


tendency of the composite rate curve. 


The National Better Business Bureau 


A timely endorsement of the work 
of the National Better Business 
Bureau has been issued by a joint 
committee of the Association of 
National Advertisers and the Ameri- 
can Association of Advertising 
Agencies. 

The action is significant; as time 
goes on, it may appear to have 
marked a turning-point in the de- 
velopment of sentiment in the adver- 
tising business on the subject of 
regulation. There has been some 
struggle against it; now, because it 
appears to be a choice between self- 
regulation and government regula- 
tion, the advertising business 
promptly chooses the former. 

The National Better Business Bu- 
reau is a policeman. The policeman’s 
lot, as Gilbert and Sullivan pointed 
out long ago, is not a happy one. 

On the other hand, the organiza- 


tion has demonstrated the possession 
of initiative, courage and sincerity, a 
combination of qualities which is 
necessary as well as admirable in 
any supervisory body of this kind. 
From the standpoint of anticipating 
outside regulation, and proving that 
it is unnecessary, too much zeal is to 
be preferred to too little. 

While the National Better Busi- 
ness Bureau is the outgrowth of the 
truth - in - advertising movement 
started years ago by the Associated 
Advertising Clubs of the World, now 
the Advertising Federation of Amer- 
ica, it has been self-contained and 
self-constituted for a long while. 
Such an organization needs to have 
the recognition and support of all 
advertising interests, and the action 
of the A. N. A. and the Four A’s 
indicates that this is to be forth- 


coming. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


282. True Romances Circulation. 


This booklet offers a _ detailed 
breakdown by towns, cities and 
states of the newsstand circulation 
of this New York magazine. The 
study was made to enable manufac- 
turers to merchandise their adver- 
tising to dealers more effectively. 


279. The Effect of Display on the 
Sale of Grocery Products. 


This folder from Progressive 
Grocer, New York, reports that bet- 
ter display increased sales 43.5 per 
cent on the products used in tests. 
Eight nationally advertised products 
were chosen for the survey and the 
test was simple and accurate. 


280. El Primer Ano. 


This book celebrates the first an- 
niversary of the Spanish edition of 
Oral Hygiene, Pittsburgh. “Until 
Spanish Oral Hygiene was issued,” 
it comments, “there was no publica- 
tion printed in Spanish reaching 
Latin-American dentists and carry- 
ing American dental thought.” 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 


This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 
Their names and business connec- 
tion are listed. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


232. Church Building Plans for the 
Future. 


This report on the church building 
situation by Dr. Henry Edward 
Tralle, prominent church building 
consultant, is available through 
Church Management, Cleveland. It 
presents an optimistic viewpoint 
based on the fact that church build- 
ing has lagged proportionately for 
15 years, that congregations have 
money, that the majority of present 
structures are outmoded by new 
edifices, and that there is a move- 
ment toward church buildings suit- 
able for more uses than worship 
alone. 


265. Distribution by Cities and 
Towns of “Style Sources.” 
This booklet, published by Fair- 
child Publications, New York, shows 
where readers of Style Sources are 
located, how many there are in each 
city and town, the population of 
each place reached, the circulation 
in each State, and how many cities 
and towns are reached in each State. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 


ing Records. 


SKILLFUL TECHNIQUE 


Advertising Manager: 
plenty of white space.” 


“Yes, that’s what I like to see— 


—Australian Newspaper News. 


Voice of the Advertiser 


Who Syndicates 


Medical Advertising? 

To the Editor: We need a series 
of advertisements to be used by a 
county medical association. It is 
stipulated that these conform to 
ethical standards in their nature, 
while emphasizing the desirability 
of physical examinations at regular 
intervals and educating the public 
to the advantage of the immuniza- 
tion method of preventing disease. 

We also need a series urging the 
public to pay their doctor bills as 
promptly as other kinds. 

Can you put us in touch with 
some one specializing in this type 
of advertising? 

PAUL R. BAUSMAN 
Washington (Ind.) Herald 


* * * 


Charges for Color 


in “Cosmopolitan” 

To the Editor: Your story in the 
July 18 issue about our new color 
service contained an error. 

The rate as indicated in your 
story was the same as for black. 
The actual rate is $400 more than 
the cost of black and one color. In 
other words, it is $5,900 per page. 

MALCOLM G. ROLLINS 

Promotion Mgr., Cosmopolitan, 

New York 


* * * 


Westgate Entitled to 


“Breast o’ Chicken” 

To the Editor: The first state- 
ment of a story in your issue of 
June 13, covering a decision in a 
trade-mark dispute between this 
company and the Van Camp Sea 
Food Company, was incorrect. 

It said: “The Van Camp Sea Food 
Company was successful in prevent- 
ing use of ‘Breast o’ Chicken’ by the 
Westgate Sea Products Company.” 

Other papers have published sim- 
ilar stories, and we were forced to 
issue a bulletin to our brokers, say- 
ing in part: 

“An article in the Journal of 
Commerce, among others, probably 
caused some of the trade to won- 
der whether we are within our 
rights in continuing the use of 
‘Breast o’ Chicken.’ 

“The Court of Customs and Pat- 
ent Appeals has repeatedly stated 
it does not have jurisdiction to de- 


termine the rights to use a par- 
ticular trade-mark. That right rests 
in courts of general jurisdiction. 
“The United States court for the 
Southern District of California de- 
cided our trade-mark, ‘Breast 0’ 
Chicken’ did not infringe ‘Chicken 
of the Sea,’ and this decision was 
affirmed by the United States Cir- 
cuit Court of Appeals for the Ninth 
Circuit. A petition for review by 
the Supreme Court of the United 
States was denied.” 
PAUL H. STEELE 
Sales Mgr., Westgate Sea Prod- 
ucts Co., San Diego, Cal. 
cs * ” 


“Hoisery” 

To the Editor: Your last issue, 
referring to the new line of Cooper, 
Wells & Co., St. Joseph, Mich., 
called it “hoisery.” 

Did you mean “hosiery” or have 
you coined a new word? 

Dry Goods Merchants Trade 

Journal, 
Des Moines, Ia. 


* * * 


Feeding the Public 
a Little Optimism 


To the Editor: In a recent issue 
of ADVERTISING AGE I ran across a 
story headed, “Worst is over, Bab- 
son opines.” 

This fitted in so well with our 
ideas about the situation that we 
have quoted Mr. Babson’s opinion 
in our own advertising. 

Organization of Ernest F. Bethke, 
Ep BEYERSDORF 
Milwaukee 
* * 7 


1440 Broadway, N. Y. 

To the Editor: We are interested 
in the sponsored film situation. Can 
you tell me where we can secure a 
copy of Harrison’s Reports? 

SALLY KLEIN, 
Central Adv. Service, New York. 
* * * 


Expert Opinion Wanted 
To the Editor: We are enclosing 
copy of our house magazine, “Tree 
Talk Junior.”” We are interested in 
knowing if a reading of this mate- 
rial makes the subject of trees more 
vital. 
E. A. CONNELL, 
F. A. Bartlett Tree Expert Co., 
Stamford, Conn. 
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ADVERTISING AGE 


Meet Adverse Laws 


by Creating Demand 
for Colored Foods 


Chicago, July 30—Restricted by 
recent legislation to the sale of 
white margarine, the John F. Jelke 
Company has turned to advertising 
to educate consumers of Good Luck 
margarine to color it themselves, 
using a tube of coloring matter in- 
cluded in each carton. 

The company’s copy and a book- 
let offered therein point out that 
many foods, where no restrictions 
apply, are artificially colored, that 
artificial coloring has nothing to do 
with food value, wholesomeness or 
flavor, and that colorings should be 
generally used by the home cook to 
make the service more attractive 
and individual dishes more appetiz- 
ing. 

The booklet, “Good Luck Color 
Scheme Parties,” contains 32 pages 
of menu suggestions and recipes, 
grouped by color combinations. 
Margarine is mentioned sympathet- 
ically in recipes requiring shorten- 


ing. 

The booklet points out that colored 
foods can contribute much to the 
gaiety of the Fourth of July, Me- 
orial Day, St. Valentine’s Day, 
Hallowe’en, lodge and school events, 
and all holidays and occasions with 
which particular colors are associ- 
ated. 

Cake colors, of which a variety 
may be had in a well stocked gro- 
cery, afford the easiest method of 
coloring foods, the booklet says. It 
describes other methods which are 
even more likely to make the house- 
wife regard the coloring of marga- 
rine as a normal part of her routine. 


Educating Housewives 


One recipe states that pineapple 
may be colored red and flavored at 
the same time by cooking several 
minutes with red cinnamon candy. 
Every housewife knows the natural 
color of cinnamon is brown. Other 
recipes give directions for securing 
color effects with the addition of 
special ingredients. 

The feminine world manifested in- 
tense interest in the color scheme 
booklet during a pre-campaign mail 
investigation. At first it was of- 
fered as a reward for answering a 
questionnaire, but an experiment 
showed that results were much bet- 
ter when the booklet was sent along 
with the request for information. 

The correspondents showed the 
gift had made them conscious of an 
obligation by thoroughness and 
promptness in replying. Many 
asked that a copy be sent to from 
one to a dozen friends. 

The questionnaire was worded 
both to secure information and sell 
the product. 

“If you were assured that mar- 
garine is a wholesome, healthful, 
fresh and pure natural food, richer 
than butter in vitamins and mineral 
salts, would you use it as a spread- 
for-bread?” was one of the 20 ques- 
tions. 

The voluntary expressions as to 
the value of the booklet decided the 
advertiser against free distribution. 
It is offered for ten cents or two 
seals cut from Good Luck cartons. 
To induce new dealers to take out 
a license to sell margarine, the 
company offers to distribute a lim- 
ited number free to a list furnished 
by them. 

The first advertisement in the 
magazine campaign offering the 
booklet appeared in a recent issue 
of The Saturday Evening Post. It 
sold about 2,500 booklets and two 
subsequent insertions of the four- 
color page pulled nearly as well, 
in spite of the fact that the book- 
let offer and coupon were deeply 
buried, the text and _ illustrations 
being devoted largely to the food 
value of margarine. 


Discover Sales Obstacles 
This new theme was adopted when 


a thorough market study made this 
spring disclosed the belief that mar- 


garine compares unfavorably with 
butter in food value to be the prin- 
cipal sales obstacle. Color was re- 
vealed as a secondary objection. 

Influenced by the fact that the 
price of butter had been approxi- 
mately twice that of margarine, the 
company had put dependence in the 
price appeal for years. This cir- 
cumstance was also responsible for 
concentrating advertising and dis- 
tribution in the small-income mar- 
ket. 

With the drop in butter prices 
during the past year to where the 
differential is but 50 per cent or 
so, the company made a thorough 
investigation of the price factor, 
and discovered the food value of 
margarine is of greater importance 
to the public. 

Still more startling was the dis- 
covery that the most profitable mar- 
ket consists of consumers in the 
middle and higher income brackets. 

“This puzzled us at first,” said 
William Kay, advertising manager. 
“When the evidence became over- 
whelming, it was easy for us to 
supply the explanation ourselves: 

“Those with good incomes, more 
intelligent and more energetic but 
as value conscious as any, when 
their attention was gained by the 
price advertising, made their own 
investigation and adopted marga- 
rine when they were satisfied as to 
its food value. 

“Consumers in the lower income 
classes have considered the purchase 
of margarine a confession that they 
are poor. Anxious to appear in bet- 
ter circumstances than they actually 
are, they look upon the use of mar- 
garine and other economies as a 
brand of their poverty. Less intel- 
ligent, they are more susceptible to 
anti-margarine propaganda and less 
able to sift facts. 


Stress Food Value 


“Our new copy is based on the 
food value of margarine as deter- 
mined by a prominent food scientist 
connected with a leading university. 
It includes charts showing the food 
value of margarine is equal to but- 
ter in all respects and superior in 
some. 

“This message is the most impor- 
tant one we have for all classes of 
consumers, but it is directed to con- 
sumers of average and more than 
average means. We know now they 
are the easiest to sell, and wide ac- 
ceptance inthis market will quickly 
win consumers in the small-income 
group.” 

Legislative restrictions prohibt 
use of any word used in connection 
with dairying or dairy products in 
margarine advertising. This makes 
it impossible to mention a principal 
ingredient of margarine, whole milk. 
“A commonly used spread-for-bread” 
is as near as is permitted to butter. 

Publishers, under pressure from 
the circulation department, have 
also added arbitrary regulations to 
protect the feelings of readers whose 
interests or sensibilities are affected 
by the welfare of farm and dairy 
products. 

“Margarine advertising is blamed 
for every cancellation from a cow 
state and at least half of all others,” 
lamented an executive of Collins- 
Kirk, Inc., the agency in charge. 


Tailors Hear Bolich 


E. S. Bolich of Brooke,.Smith & 
French, Detroit, recently addressed a 
Philadelphia meeting of the National 
Association of Merchant Tailors. He 
described the means used to identify 
individual businesses with co-opera- 
tive advertising. 


Marphy Is Special 
Pat Murphy, who has been en- 
gaged in aircraft publicity in De- 
troit, has been appointed representa- 
tive of Aero Digest, Sportsman’s 
Pilot and Fore ’n’ Aft. 


NATIONAL 
PHARMACY 
WEEK 


llth to 17th, 1931 


OCTOBE Rw 


a certainty. 


in previous years. 


complementary copies 


advance a penny. 


DRUGGIST now. 


PHARMACY 
WEEK will mark 


THE TURNING POINT 


To you who sell the drug trade, there is little need 
of pointing out the importance of Pharmacy Week. 
Knowing the druggist, you understand that pride 
he takes in the tribute a nation pays to the science 
of pharmacy during this one week of the year. 
But Pharmacy Week has taken on another role 
this year. It is assuming the nature of a Rallying 
Post for the druggists of America. They are looking 
forward to this period of celebration as a turning 
point. That it will mark a business revival is to be 
hoped. That it will mark a rekindling of morale is 


AMERICAN DRUGGIST will again be more closely 
identified with Pharmacy Week than any other 
magazine in the field. The special edition, issued 
to commemorate this Week, will be a year book as 


In addition to the regular 25,000 A.B.C. circula- 
tion, 10,000 prescribing physicians will receive 


of the Pharmacy Week 


AMERICAN DRUGGIST. Yet advertising rates will not 


Make your plans and your space reservations 
for the Pharmacy Week Issue of the AMERICAN 


AMERICAN 
DRUGGIST 


A HEARST BUSINESS MAGAZINE 


57th Street at Eighth Avenue, New York 


NIGHT GOLF IN 
CHICAGO DEBUT 


Chicago, July 30—Manufacturers 
of lighting equipment, many of 
whom paid dividends over the past 
two years with the profits made 
from installations in miniature golf 
courses, believe an even larger mar- 
ket will be tapped by night golf of 
the regulation variety, soon to make 
its debut in Chicago and other cities. 

A regulation nine-hole course 
equipped for night play has been 
laid out near Wilmette, Chicago sub- 
urb. The lighting is provided by 
nine steel towers, each 75 feet high, 
with a total of 125,000 watts. 

R. D. Cunningham and Joe Rose- 
man, sponsoring the new project, 
explained that previous ventures 
failed because the lighting was in- 
adequate. The Public Service Com- 
pany of Northern Illinois, working 
with engineers of the General Elec- 
tric Company, believes it has solved 
all difficulties along this line. 

The cost of the lighting system is 
$32,000, other expenses bringing the 
total for equipment to $43,000, ex- 
clusive of the cost of the land. Elec- 


trical current will cost $20 per 
night. 

The golf is of the regulation kind 
except that wooden clubs are barred 
because of the short distances be- 
tween holes, ranging from 75 to 165 
yards. 

Writing in the Chicago Tribune, 
Harvey Woodruff told of testing the 
new course: 

“To our surprise, even our sturdi- 
est drives, no matter how high, were 
visible at all times. In fact, the 
flight of the ball was clearer than 
in daylight. We did not lose a single 
ball, which considering our usual 
game, is a world’s record. If the 
plan fails, it will not be because of 
lack of visibility.” 


Marriages, Divorces 
Declined in 1930 


Both marriages and divorces de- 
clined in 1930, the Bureau of the 
Census announced. 

The number of marriages per 
thousand persons was 9.2 against 
10.1 in 1929. Divorces fell from 1.66 
to 1.56. 


Coast Agency Expands 

Harry Dunham, Seattle advertis- 
ing agent, has opened branch offices 
in San Francisco and Portland, Alva 
L. Shaffer being in charge of the 


former. 


Durham Opens Office 


Maynard L. Durham, formerly in 
charge of Eastern advertising and 
sales promotion for Shell Petroleum 
Corporation, has opened an adver- 
tising counsel service in the Union 
Building, Cleveland. He was for- 
merly advertising manager of Im- 
plement & Hardware Trade Journal. 


Men’s Clothing Store 
Adds Women’s Hosiery 


A. May & Sons, men’s clothing 
store of Grand Rapids, has added 
women’s hosiery and bathing suits. 

The object is to attract more fem- 
inine shoppers, the owner said. 


Picks Memphis Agency 

Jim Bourland, Houston (Texas) 
manufacturer of packaged drug store 
products, has placed his account 
with Lake - Dunham - Spiro - Cohn, 
Memphis, who will use newspapers 
in the South and Southwest. 


With Dorrance, Kenyon 


J. Stone Carlson, for several years 
with the Goulston Company, Boston, 
has joined the service staff of Dor- 
rance, Kenyon & Co., of that city. 


Appointed by Daily 
Frank E. Hollis, with the Terre 
Haute (Ind.) Star-Post for 13 years 
has become advertising director of 
the Danville (Ill.) Commercial-News. 
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PARSON TELLS 
OF WOOLWORTH 
SALES POLICY 


Every Move Determined by De- 
sire of Consumers 


New York, July 30—How the F. 
W. Woolworth Company buys and 
sells was described by H. T. Parson, 
president of the organization in 
“Executive Service Bulletin,” pub- 
lished by the Policyholders Service 
Bureau of the Metropolitan Life 
Insurance Company. 


“In our business,’”’ Mr. Parson ex- 
plained, “we do not try artificially 
to create customers’ desires. Every 
move on our part is determined by 
what the consumer wants. We let 
the consumer do our selling and our 
buying. 

“The customer is at liberty to 
choose any one of a thousand items 
from our counters. We do not push 
sales. We do not even allow our 
sales people to solicit the customer 
or recommend articles. The only 
sort of demonstration that takes 
place in our stores is when a cus- 
tomer asks a salesperson how the 
article is operated or used. 

“Usually, however, we confine our 
articles to those which everybody 
knows how to use or those whose use 
is self-evident. That is one of the 
reasons we are so much interested 
in advertised products. 

“For a long time manufacturers 
held off and thought the sale of their 
advertised products in Woolworth’s 
would hurt their general demand 
throughout the country.” 


Colgate Started It 


Mr. Parson said the Colgate Com- 
pany was one of the first to do busi- 
ness with Woolworth, but the list 
now includes such products as Dag- 


gett & Ramsdell’s Vivatone and Cold 
Cream, Squibb’s Cold Cream, Dental 
Cream, Carnation Talcum, and 
Shaving Cream, Vaseline and Vase- 
line Camphor Ice, Jergen’s Lotion 
and Violet Soap, Frostilla, Kleenex, 
Forhan’s Antiseptic and Forhan’s 
for the Gums, Listerine and Lister- 
ine Tooth Paste, Pebeco Tooth 
Paste, La Lasine, Zonite, Dr. Lyon’s 
Tooth Powder, Z. B. T. Baby Tal- 
cum. . 

“Practically all the products are 
put up in 5 and 10 cent packages,” 
he explained. 

“In some instances they are made 
up especially for 5 and 10 cent 
merchandising. They have a greater 
merchandising value to manufac- 
turers and in many cases are in- 
trinsically profitable. 

“We like to carry such advertised 
items because it fits in with our pro- 
gram of giving the consumer what 
he wants. 

Up to Managers 

“Each of our store managers is 
furnished with a list of goods which 
are found salable by the other man- 
agers. He is also furnished by the 
buyers with a list of goods avail- 
able for immediate shipment. He 
places his requisitions for the goods 
in the quantities which his local pub- 
lic desires. 

“The best manager is the most 
skilful interpreter of the public de- 
mand as to kind of merchandise and 
quantities. He must always be ex- 
perimenting, and observing’ the 
quantitative effect of each move. 

“Customers often suggest to our 
sales people goods they would like 
which are not on our list, or im- 
provements in present items. Every 
store is equipped with improvement 
slips, to be filled out by the sales 
people with their own or customers’ 
suggestions. 

“One of our stores turns in as 
many as fifty improvement slips a 
day. These slips are a great aid in 
determining what new items to ex- 
periment with.” 


Kill Gas Tax 


The Florida house has rejected a 
bill increasing the gasoline tax from 
6 to 7 cents per gallon. The Senate 
has killed a cigarette tax bill. 
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Realizing the impossibility of securing an exclusive belt dis- 


play in the windows of the larger specialty and department 
stores, the Hickok Mfg. Co., Rochester, N. Y., used this felt cut- 
out panel, created by W. L. Stensgaard and Associates, Chicago, 
for summer word oe displays in which its line dominated. 


Each panel was used by from 10 to 20 stores. 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$1 a Year... 52 Issues 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 


$s 68 8 42.4% 


SUBSCRIBE NOW! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


STORY OF A 
CLASSIFIED AD 


Kansas City, Mo., July 30—Fred 
Blees, who formerly conducted his 
own direct mail agency, but who is 
now in the automotive business, re- 
cently turned his hand to classified 
advertisement writing, with star- 
tling results. 

Mr. Blees has a young friend who 
wished to present a lady with the 
finest pup money could buy. Mr. 
Blees decided the classified page of 
the Kansas City Journal-Post was 
the proper market place. So sit- 
ting down before his trusty type- 
writer, he hammered out the fol- 
lowing: 


WANTED—A PUP 


“A pup for the girl friend. 

“It must be young—for the girl 
friend has the unquenched enthusi- 
asm of eternal youth. 

“It must be wise, for she is wise 
with an intuition far beyond her 
years. 

“It must be gentle, for she is ever 
gentle. 

“It must be sympathetic, for she 
soothes the hurts of a _ battering 
world and forgets my failures. 

“Tt must be faithful, for she has 
faith—unshaken and serene. 

“It must be well-bred, for she 
would be all of that. 

“It need not be beautiful, for 
she has beauty enough for all of 
us. 

“If you have such a pup—intro- 
duce me! He will be some pup! 

“A PUP FOR THE GIRL 
FRIEND!” 

Among the results: 

No less than 141 correspondents 
oy in to ask introductions to the 
girl. 


Six girls desired to meet a boy 


| who could feel so “earnestly” about 


a member of the opposite sex. 

Sixteen persons with pups for 
sale responded. 

The young man for whom the ad- 
vertisement was inserted decided, 
after seeing the pup, to keep it him- 
self. 


New Multigraph 
Advertising Manager 


W. K. Page has been appointed 
director of advertising for the Ad- 
dressograph-Multigraph Corp., 
Cleveland, coming from the Dun- 
ham, Younggreen, Lesan Company, 
Chicago, where he specialized in 
office equipment advertising. 

Mr. Page succeeds R. M. Winger, 
promoted to sales manager of 
Multigraph. 


United Appointed for 
Futura Applications 


Futura Publications, Inc., New 
York, has placed its advertising 
with the United Advertising Ag- 
ency, of that city. 

The first issues of Movie Mirror 
and Love Mirror, the company’s 
papers, will be dated November and 
will be on sale through six national 
chain systems October 5. 


N. B. C. To Encourage 


American Composers 


The National Broadcasting Com- 
any will give a series of cash awards 
for the best orchestral works of 
American composers. 

Condition of the awards will be 
announced October 4. 


“Hotel Monthly” Adopts 
Standard Size Page 


John Willy, Inc., publishers of 
Hotel Monthly, Chicago, have an- 
nounced that effective with the issue 
of January, 1932, the magazine will 
have a type page of 7 by 10 inches. 

It has been published with a 
smaller page heretofore. 


PROVISION IN 
FOUR A’S FORM 
HELD INVALID 


Chicago, July 30—Paragraph 2 of 
the standard order form of the 
American Association of Advertis- 
ing Agencies will not stand up in 
court, it was indicated in the suit 
of the Lightner Publishing Corp., 
Chicago, against the Maggart Cor- 
poration, advertising agency of that 
city. The publisher moved for a 
non-suit, equivalent, according to 
lawyers, to an adverse decision. 

The publishing house based its 
action for payment for an advertise- 
ment on that paragraph, which 
reads: 

“If the publisher is unable to set 
any advertisement in the type or 
style requested, he may set such 
advertisement in such other type or 
style as in his opinion most nearly 
corresponds thereto, and the adver- 
tisement may be inserted without 
the submission of proof, unless proof 
is requested on the face of the 
order.” 

The evidence showed that the ad- 
vertisement as first set was correct 
except for layout. The agency re- 
turned the proof with instructions 
to re-set as originally ordered. De- 
claring it impossible to do so, the 
publishers ran the advertisement 
and requested payment. 

Commenting on the evidence, the 
court said: 

“Before there can be a valid con- 
tract, there must be a meeting of 
the minds. Unless the advertising 
proof is o. k.’d there is no evidence 
of a meeting of the minds. If the 
publisher could not set the adver- 
tisement as requested, or if he did 
not have time to set it, he should 
either ask authorization to print the 
advertisement with changes, or omit 
it. 

“The advertiser cannot be forced 
to accept the printer’s idea of com- 
position.” 

The Maggart Corporation is not 


ja member of the Four A’s. 


Macaroni Manufacturers 


To Continue Campaign 
The National Macaroni Associa- 
tion will continue its advertising, it 
decided at the annual meeting in 
Chicago recently. About $300,000 
will be spent during the next year. 
R. Brown, chairman of the 
board of advertising trustees, re- 
ported that more than 99 per cent 
of the pledges had been collected. A 
new insignia has been developed for 
the use of individual members. 


“Golden Book” Adopts 


New Pocket Size 
With its August issue, Golden 
Book, New York, adopted a new 
pocket size. The trim size has been 
reduced from 8% x 11% to 6 x 8% 
and the advertising type page to 
5% x 8. 
A reduction of advertising rates 
from $600 to $225 for the new page 
of 224 lines was also announced. 


N.C. R. Account Goes 


to Dayton Agency 
The National Cash Register Com- 
pany, Dayton, O., has placed its 
advertising account with the Geyer 
Company, of that city. The account 
has been handled by N. W. Ayer & 
Son for 18 years. 
The company wished to have 
—_— contact with its agency, it 
said. 


Expand Radio Series 


of Advertising Talks 


Douglas Allan Advertising Asso- 
ciates, Newark, are planning wider 
distribution for a series of radio 
talks, “Straight from the Shoulder 
Ad Chats,” given by Douglas Allan, 
president. 

The talks will be made available 
in other parts of the country. 


Club Offers Bargain 
The Reading (Pa.) Advertising 
Club held its annual outing July 31, 
offering a chicken dinner and other 
oo“ at a reduced price of 
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August 1, 1931 


ADVERTISING AGE 


To An Advertiser Who Thinks That 


| 


Magazine Gosts Are 


COMPARE 
With Any 
Other Magazine 


HOW MUCH?P 


Liberty averaged 2,401,416 weekly 
circulation for 1930, 2,501,130 for 
the first quarter of 1931. 


WHOP 


Liberty is deliberately edited for 

both men and women. It is read by 

2,750,000 men and 3,009,000 

women. Result records have been 

broken for men’s and women’s 

products alike. 

$0%% of all Liberty families above $2,- 

000 income class 65.8% U.S. average 

52° own homes 37% U.S. average* 


84% have telephones 
39% U.S. average 


58% haveradios 46% U.S. average 


50% have vacuum cleaners 
37% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


*In cities covered by Starch Survey 


WHERE?P 


Liberty concentrates three -quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more circulation here (where 
three-quarters of all retail business 
is done) than any other magazine. 


HOW READ?P 


Liberty is wanted enough by its 
readers, that 99% of them buy vol- 
untarily week after week. No ex- 
pensive subscription crews are nec- 
essary to sign up readers 6 months 
or a year or two in advance. 99% 
single copy circulation is 99% 
guaranteed-to-be-read_ circulation. 


Then, instead of burying 90% of 
its advertisements after the start 
of the /ast story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers-per- 
advertisement. 


AH L 
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TOO HIGH 


OU are right, in that magazine costs 

on the average have decreased a frac- 
tion of a per cent while commodity prices 
have declined over 30 per cent. 


Yet, many publishers are meeting the 
trend by giving you a better looking 
magazine than ever before. 


Now, a Magazine Offers You 
Both Advantages 


Liberty stands alone as the magazine 
whose cost to you has declined 35 per 
cent. 


And Liberty, since April Ist, 1931, 
when it became a Macfadden publica- 
tion, has been embarked upon a program 
of physical improvement that is costing 
nearly a quarter million dollars a year. 


The best authors, the best artists, will 
be with Liberty, as in the past. But their 
work will be presented with a vastly im- 


proved quality paper stock and printing. © 


Two steps have already been taken. 
The third and major one involves the 
largest quality paper contract ever placed 
by a single magazine and takes effect 
with the issue of January 2nd, 1932. 


Yet Liberty Costs 30%-50% Less 


Here’s what your Post-Depression ad- 
vertising dollar buys: 


Lee 3 ft eR A 565 families 
Average of 3 other Weeklies. . . 377 families 
Average of 2 Monthlies ..... 391 families 
Average of 6Women’s...... 285 families 


This is no slight advantage for hard 
pressed appropriations. It stretches your 
reach: 


50% More Than In Other Weeklies 

45% More Than In Monthlies 

98% More Than In Women’s Maga- 
zines 


What's the Answer? 


Within 60 days of Macfadden’s an- 
nouncement of the purchase of Liberty 
with plans for physical improvement and 
continued low rates, 92 advertisers and 
58 agencies had sent Liberty $1,521,677 


in new orders. 


In better times, this mzght have been 
construed as a gesture of good will to 
the new management. But in 1931, per- 
sonal tributes must yield to the econo- 
mies of good business. 


AMONG ADVERTISERS NOW APPEARING IN LIBERTY 


American Safety Razor Corp. 
American Tel. & Tel. Co. 
American Tobacco Co. 


Ethyl Gasoline Corp. 
Florida Citrus Exchange 


Northwestern Yeast Co. 
Norwich Pharmacal Co. 
Parker Pen Co. 


Axton-Fisher Tobacco Co. 

B. V. D. Co. 

Barbasol Co. 

Bauer & Black 

Beech-Nut Packing Co. 
Borden Co. 

Bristol Myers Co. 

Brown & Williamson Tobacco Co. 
Chesebrough Mfg. Co. 

Chi., Mil., St. Paul & Pac. R.R. 
Chrysler Motors Corp. 
Cluett-Peabody & Co. 
Coca-Cola Co. 

Columbia Pictures Corp. 
Crosley Radio Corp. 

R. B. Davis Co. 

Jos. T. Dixon Crucible Co. 
Encyclopaedia Britannica, Inc. 


General Motors Corp. 
Gillette Safety Razor Co. 
Alexander Hamilton Institute 
Hewes & Potter 

Hinze Ambrosia, Inc. 

Chas. E. Hires Co. 
Houbigant, Inc. 

Indian Refining Co. 
International Mercantile Marine 
Jantzen Knitting Mills 
Johnson & Johnson 

Kellogg Co. 

Kolynos Co. 

Kress & Owen Co. 

Lambert Pharmacal Co. 
Larus & Bros. Co. _ 

Lever Bros. Co. 

Mennen Co. 

Philip Morris & Co. 


Pepsodent Co. 

Pompeian Co., Inc. 

R. C. A.-Victor Corp. 

R. J. Reynolds Tobacco Co. 
Sinclair Refining Co. 

A. G. Spalding & Bros. 
Stanco, Inc. 

A. Stein & Co. 

Texas Co. 

Vapo Cresolene Co. 
Veldown Company, Ine: 
Wander Co. 

Warren Telechron Co. 

G. Washington Coffee Co. 
L. E. Waterman Co. 

R. L. Watkins Co. 
Western Clock Co. 

W. F. Young Co. 

Zonite Products Corp. 


Liber Cy. a weekly for the whole family 


PRICED FOR POST.DEPRESSION 
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Abhitens Publications’ Complete 
Service -Enable Man ufacture rs 
to Tie Their Sales Program into. 
_an Important National Movement 
‘Sponsored by Industry's Leaders. 
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EADERS in the hotel and restaurant industry realize that obsolescence cannot compete 
with new establishments— that the older establishments must be brought up to date. 
All signs indicate that the era of remodeling is in full swing: 

A survey recently conducted by the Ahrens Publishing Company, Inc., shows that 
progressive hotels are taking advantage of lower construction costs and lower furnishing 
costs to modernize for greater profits. It is estimated that $118,800,000 is being spent 
for hotel remodeling this year. 
| At the Boston Convention of the American Hotel Association, the following resolu- 
| tion was passed: 

| “Whereas preliminary reports by the hotel press indicate that the hotels of America 


are at present spending large sums for modernization and refurnishing 
| | And whereas hotel men generally are doing much in this way to stimulate business, 

| Be it Resolved, that the American Hotel Association endorse such efforts by the 
| aforesaid hotel press to promote remodeling, redecorating, re-equipping and refurnishing 
il activity in hotels and the further action to stimulate, by publicity and otherwise, further 
1} | work of this character wherever the need therefor exists.’ 
| i Mr. F. M. Feiker, Director of the Bureau of Foreign and Domestic Commerce, Department 
i | of Commerce, is lending his cooperation as shown in the following letter: 
fe “It seems evident that, if in your field the men responsible for the development of the 
business will unite in a program of remodeling and replacing, under the limitations dictated 
by common sense and good judgment, the total result will be a very large advance in 
business and an immediate relief of employment to people in the building, construction and 
general equipment trades, which is a most practical contribution.” 

At the 16th Annual Hotel Exposition, held in New York in November, to which 
hotel and restaurant men come from all over the country— a show within a show will be 
held to provide definite, specific suggestions on how to go about the planning and financing 
of remodeling operations. The 13th National Restaurant convention in Buffalo in October will give 
the equipment manufacturer further opportunity to take advantage of this nation-wide movement. 

The Ahrens Publications are so timed that they crystallize interest in this important 
subject at a time when manufacturers must follow through on their selling. 

The Fall numbers of RESTAURANT MANAGEMENT, HOTEL MANAGEMENT, 
HOTEL WORLD-REVIEW and INSTITUTIONAL JOBBER, illustrated and described 
on these pages, are essential to the advertising plans of the manufacturer who wishes to take 
advantage of this movement in industry that accompanies the present up-turn in business. 


Southern and Pacific Coast Representatives: BLANCHARD-NICHOLS-COLEM 
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AHRENS Publications blanket their markets. 
Collectively they represent 103 years of 
helpful service to readers and manufacturers. 


RESTAURANT MANAGEMENT October Restaurant $ .. 

The Business Magazine for Restaurant Executives — editorially directed at 
volume restaurant - — only publication in field featuring monthly depart- 
ment devoted solely to chain restaurant management. 2. 

Published aunty — subscription price $3.00 — national circulation — has 
had gene advertising growth in field — only restaurant publication member of 
A.B.P. — largest A ABC. circulation in restaurant field (10,000). 

October Convention issue ties in with restaurant exposition to be held this 
year in Buffalo — will have largest advertising volume of year — 2,000 additional 
circulation ——_ advertisers at no additional cost. 4. 
HOTEL WORLD-REVIEW “GUIDE-TO-EXHIBITS" vember Hote! Sho 

For sixteen years “Guide to Exhibits” published in Potter A with annua ual 5 
Hotel Exposition considered text book of Convention — includes official 
gram, activities of association and hotel pone © description of events of 
vention week — fully illustrated — a powerful influence in connection with 
New York Hotel Exposition week program — advertising pages include leading ©: 
manufacturers selling to hotel market. 

Published November 9th as a separate section of HOTEL WORLD-REVIEW, 
Eastern Edition — 5500 A.B.C. circulation — additional circulation of 2500 to 7. 
reach every registrant at Convention — total circulation of issue guaranteed in 
excess of 8,000. 8. 
HC - KA ANAGE? AENT = Ba \ f Remodeling Camps hon 
The Business Magazine for Hotel Steading: = eahnitinan to and read by 
hotel proprietors, managers, chefs, stewards, housekee ~ and other department 
heads — editorially devoted to practical solution rtant problems con- 
fronting hotel executives — published in two we Rothe rst section devoted to 11 
front-of-house problems — second section treats with back-of-the-house. 

Published monthly — subscription price $3.00 — largest volume of advertising 
in hotel field — national A.B.C. circulation 8,000. 


N° AL JC 3BE 


The magazine for institutional supply dealer executives and their salesmen — 
guaranteed sworn circulation in excess of 4,500 — reaches 1, supply dealer 13 
outlets selling to hotels, restaurants, clubs, hospitals, schools and steamshi 
only medium in existence for influencing middle man responsible for nearly all 
institutional sales. 

Gives regular advertisers at no cost the only known existing classified list of 
institutional supply dealers — an indispensable supplement to any institutional 
sales and advertising program — it sells the man who sells you product. 


srt.-A\ ste 


December issue of HOTEL WORLD-REVIEW, the official Waldorf-Astoria 15. 
issue — this outstanding American hotel in its completed form described and 
fully illustrated — 36 editorial pages devoted exclusively to this end — hotel 
industry in this country and abroad has absorbing interest in this new outstanding 
world hotel institution — manufacturers have unusual opportunity to cash in on 
this reader interest among 10,000 hotel executives. 

WORLD-REVIEW outstanding news publication of industry — published in 
two editions — Eastern edition 5,500 A.B.C. — Western Edition 4,500 A.B.C. — 
no mens © of singe between two editions. 


of the ; ts have already reserved j pece or 


‘all the Sales’ 7 
Be “Eliminate Obsolescence. 
In Hotels and Restaurants that’ 
e-Model— erage 
e-Decorate—Re-Furnish. — 


1 


3. A TESTING PLA 


. Unusually attractive 
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ADVERTISING AGE 


Reasons Why Advertising in Ahrens 
Publications Can Spurt Your Fall Sales 


EDITORIALLY Ahrens Publications hit the mark. During last five years have 
won more awards for editorial accomplishments than all other institutional 
magazines combined. 

Manufacturers have access to a most op LAYOUT, COPY AND 
MERCHANDISING SERVICE. This work u supervision of a man who 
has had 19 years experience actively command in hotel and restaurant business 


in America and Euro 
is available whereby new | produate are given a thorough 
trial under actual hotel and restaurant working conditions. 
Convention issues, with the LARGEST CIR ULATIONS of the year, come 
when interest is at its pow and the paying cvesee is in full swing. 
RAMED REPRINTS of full page advertisements in 
onvention issues are furnished at no cost to exhibitors for use in their Hotel 
and Restaurant Exposition booths. They refer the prospect directly to the 
advertisement. 
Convention issues are the Largest of the Year in editorial and advertising 
content. They create an added interest as annual buyers’ catalogs. For that 
reason they are kept longer and read more carefully. 
MARKED COPIES of the publication ey oe exhibitor'’s advertising are 
furnished at no cost = use in his Exposition 
AHRENS PUBLICATIONS’ BOOTHS at both ‘the hotel and restaurant 
Sone ow be as usual the informal meeting place for outstanding persons in 
industries. 


. Any quantity of REPRINTS of advertisements furnished at a nominal 


. To advertisers are available the most extensive, 


up-to-date and carefu ly 
classified MAILING LISTS in the world of institutional markets. 


. Regular advertisers receive at no cost a semi-monthly REPORTING SERVICE 


of New Hotel Projects, remodeling operations, fire losses and changes in 
management. 


T'S NEW Editorial Department featured in each issue of Ahrens’ 
publications. It none o — informed and interested in new products 
and new changes in familiar o 


. The HOTEL AND RESTAURANT FOOD BUREAU of the Ahrens Pub- 


well known food products 


lishing Company has successfully adapted man 
quantity recipes and institu- 


> institutional use, through the development 


onal tests 
" LITTLE f VISITS WITH FAMOUS HOSTS" is a bi-monthly publication 
furnished at no cost to all advertisers, giving in concentrated form the trends 
of the month, and valuable tips to those interested in the hotel and restaurant 


markets 
The READERS’ SERVICE BUREAU is prepared at all times to answer 
requests for information from readers and forward such . om? for equipment 
and supplies to reliable manufacturers who can furnish th 
The EKLY NEWS DIGEST ISSUES of the HOTEL ‘WORLD-REVIEW 
are furnished at no cost to regular advertisers. This complimentary service 
keeps them abreast of last minute happenings in the hotel and restaurant world. 
zines, the Ahrens ee 
Company, Inc., has a most COMPLETE ATA FILE representing the 
largest neoiaral of institutional experience obtainable. 


se pece the Convention Issue of at 


GCOMPANY, INC. 


333 North =a Avenue, Chicago, Ill. 


EMAM, Los Angeles, San Francisco, Seattle 
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PLAN TO TEST 
PRONUNCIATION 
OF ANNOUNCERS 


San Francisco, Cal., July 30—Any 
rivalry existing between the Nation- 
al Broadcasting Company and the 
Columbia Broadcasting System is 
going to be banished for the mo- 
ment while these giants of the air 
join hands to prove that Miss Flor- 
ence Hale, new president of the Na- 
tional Education Association, knows 
not whereof she speaks. 

Miss Hale charged at the regional 
meeting of the National Association 
of Broadcasters here last week that 
the favorite occupation of radio an- 
nouncers is murdering the English, 
if not the American, language. 

The first impulse of the broad- 
casting officials was to cry, “ ’Taint 
so!” On second thought, however, 
they decided to adopt a more cogent 
method of proving that Miss Hale 
is suffering from an aggravated 
case of jealousy over the dulcet ac- 
cents of the radio announcers. 

So they have arranged to stage a 
test over the ether at an early date. 
Star announcers of the two great 
chains will meet and air their pro- 
nunciation for the benefit of the 
radio audience and Miss Hale. 

Plans are being made to enlist an 
eminent board of judges, to be com- 
prised of the superintendent of pub- 
lic schools in San Francisco, a 
prominent member of the Parent 
Teachers’ Association, and a few 
stray teachers of English. 


Form New Publicity 


Organization in N. Y. 
Associated Public Relations Guild, 
Inc., has opened offices at 420 Lex- 
ington Avenue, New York. It is 
handling the promotion for a num- 
ber of radio, stage and screen stars, 
as well as corporations. 
H. E. Tillotson, formerly with 
Paramount Publix and Theatre 


Service Corp., is president. 


FRIENDLY RIVALS IN GREETING 


Don Gilman (left) vice-president for the Pacific Coast Divi- 
sion of the National Broadcasting Co. greeted an old friend, 
Henry Bellows, vice-president of the Columbia Broadcasting 
System, at the regional meeting at San Francisco last week. 
Looking on is Mrs. Jessie Jacobson, manager of KF BB, Great 


Falls, Mont. 


Admit Workers to 
Publishing House 


Nearing its 40th anniversary, the 
Gage Publishing Co., New York, 
has admitted a group of executives 
to the company as stockholders and 
officers. 


Nelson W. Gage, founder and 
president, becomes chairman of 
the board; John F. McClure, vice- 
president and general manager, 
president; Stanley A. Dennis, vice- 
president and treasurer; L. 
Fletcher, vice-president and_ sales 
manager; L. C. Bassett and Harry 
Krohn, vice-presidents; Leon 
Thomas, secretary. 


Trout with “Review” 


Willard K. Trout, late of the 
Conde Nast Publications, and for- 
merly with The Farm Journal, will 
join the Western office of Pictorial 
Review at Chicago, August 3. 


art throughout the world. 


COSMOPOLITAN 


announces the appointment as 


EDITOR 


(effective October 1, 1931) 
of 


Harry Payne Burton 


Formerly Editor of McCall’s Magazine 
Editor, Hearst Newspaper Fiction 
Editor, Physical Culture 

Consulting Editor, Liberty 


Cosmopolitan will undergo no change in editorial policy. 
We will continue to Spare no expense, effort, care, thought, 
time and attention to get and to print exclusively what is 
universally recognized as the best in fiction, features and 


JoHN R. Hearst 
General Manager 


's International 


ned ee 


osmopolitan 


C. | the label instead of the front where 


I.| eral Food and Drug Administration 


| Washington, D. C., July 30—Can- 


Tighten Rules 
on Sub-Standard 
Food Labeling 


ners of foods have been found in a 
few instances to be planning to 
place the legend required on sub- 
standard foods on the back panel of 


the name of the food is printed. 
This is not regarded by the Fed- 


as a “plain and conspicuous” state- 
ment indicating low quality, accord- 
ing to a notice sent to the canning 
trade by the Administration. 

The Administration has _  an- 
nounced a slight change in the regu- 
lations to clarify this point. 

The Administration has _ also 
called attention to the fact that a 
misbranding occurs under the Food 
and Drugs Act if the shipping case 
containing retail packages of a sub- 
standard article bears the name of 
the article without a qualification to 
show clearly that the article is sub- 
standard. 


“A suitable method to indicate 
|the true character of the article,” 
| said the statement, “is to imprint 
|or stencil upon the shipping case in 
|immediate conjunction with the name 
lof the article wherever such name 
| appears, the substandard legend in 
letters equalling or exceeding in size 
| those specified for containers of over 
five pounds net weight. 

“The style may approximate that 
specified as closely as_ practicable. 
In lieu of the method described above 
the identical label used on the re- 
tail packages within the case may 
| be affixed to the outside of the ship- 
ping case.” 


Women’s Club Sends 


Kids on Vacations 

Eleven litle girls left July 27 for 
Paradise Farms near Downington, 
Pa., for two weeks as guests of the 
Philadelphia Club of Advertising 
Women. 
Funds for ten were provided by 
the club’s annual Christmas party. 
The eleventh guest inaugurates the 
recently appropriated memorial to 
a deceased club member, providing 
for two weeks’ vacation for one child 
each year for the next five. 


Second Flit Film 
Makes Eastern Debut 


The second sponsored movie of 
Stanco Inc., New York, “Put on 
the Spout,” made its appearance at 
the Strand theaters in Brooklyn and 
New York, July 31 to run to Au- 
gust 6. 

The film is booked for the Beacon 
Theater, New York for August 7-13. 


Hoye to Chicago 
Stephen R. Hoye, associated with 
the New York office of Fortune 
since its beginning, has been ap- 


Feature Trade 
Names to Show 
Values Are Reai 


St. Louis, Mo., July 30—Scruggs- 
Vandervoort-Barney, local depart- 
ment store, handled 12,693 more 
transactions in June, 1931, than a 


tising this week. 

The June advertising was devoted 
to convincing the two schools of 
thought among consumers that (1) 
prices are lower than for many 
years, but (2) that prices are not 
too low to represent quality. 

Both objectives were reached in 
part by quoting past and current 
prices of trade-marked goods, in- 
stead of confining the copy to glit- 
tering generalities, which has been 
the case in much such advertising. 
In one advertisement, prices for 
1915, 1920 and 1931 were quoted on 
Hope Muslin, Pepperell Sheeting 
and Fruit of Loom Muslin. In each 
case, the price was shown to be 
slightly above 1915, but far below 
that of 1920. 

The current advertising, announc- 
ing 12,693 more transactions than a 
year ago,” said “that means: 
“12,693 more packages crossed 
our counters 

“12,693 more articles bought from 
manufacturers 

“12,693 more things for idle hands 
to make 

“12,693 steps nearer to prosperity 
for everyone.” 

The campaign was written by 
Adelaide Hazeltine Jones, advertis- 
ing manager of the store. 


Pipe Campaign 
Will Feature 
Secret Alloy 


New York, July 31—Featuring a 
new secret alloy, which, it is claimed, 
mellows smoke, Kaufmann Bros. & 
Bondy are launching the largest 
pipe campaign ever run in the 
United States. The copy, to run in 
33 general magazines, will start 
August 1. 

The advertising will run under 

the uniform caption, “Now Every 
Man Can Smoke a Pipe.’”’ It will ex- 
plain that three years’ laboratory 
work in co-operation with a great 
university has made it possible to 
produce a special alloy which will 
mellow smoke. That from the new 
Drinkless-Kaywoodie, it is asserted, 
is 66 per cent sweeter than from any 
other pipe. 
A special effort is being made to 
enlist the co-operation of the trade. 
Inserts in the tobacco journals as- 
sert that this campaign will open 
a great new market for accessories 
of all kinds, including smoking to- 
bacco. This new pipe, it is asserted, 
is the answer to the urge of tobac- 
co manufacturers that smokers “buy 
a good pipe.” 

The campaign is handled by De 
Sanchez-Elliott, Inc., New York 
agency. 


Made Sales Director 


J.G. Campazzie has been appointed 
vice-president of the Headley Emul- 
sified Products Co., Philadelphia, 
and will direct sales. 


year ago, it announced in its adver- | 


UTILITY WILL 
TELL ITS SIDE 
OF CONTROVERSY 


Birmingham, Ala. July 30 — 
“Time to Speak Up” is the heading 
of the first of a series of advertise- 
ments which the Birmingham Elec- 
tric Company will publish weekly 
in daily newspapers to counteract 
“power trust” propaganda. 

This action by the Birmingham 
company, one of the Electric Bond 
and Share group, is an indication 
that utilities intend to abandon their 
policy of silence. 

At the spring meeting of the Na- 
tional Electric Light Association in 
Atlantic City a call was made for 
united opposition to proposals which 
“might lead to Government owner- 
ship or the spread of doctrines 
which threaten to undermine public 
confidence in private enterprise.” 

The Birmingham Electric Com- 
pany said in its first advertisement: 

“Certain nationally known poli- 
ticians, along with others who are 
associated with socialistic and even 
more radical organizations have for 
some time been working to create 
sentiment against the electric light 
and power industry. Their weapons 
in many cases have been deliberate 
falsehoods, misrepresentations and 
innuendoes. They try to make it ap- 
pear that the utilities are unregu- 
lated, and have the people by the 
throat. They make charges, but do 
not deal with facts. 

“Friends of this company have 
inquired as to why the utilities take 
all this criticism ‘lying down.’ They 
say ‘why not tell your side of the 
story?’ The utilities have tried to 
avoid public controversy. They have 
assumed that the radical nature of 
the attack and the recklessness of 
the statements made, would make it 
apparent that something more is 
involved than the affairs of the 
utilities. 

“It is a matter which concerns 
everyone in business—and all em- 
ployes. The nationalization of gen- 
eral business is the ultimate aim. 
It’s a case of more and more govern- 
ment in business. The plan is to 
first put the government into the 
light and power business, and then 
in other classes of business. 

“It is the intention of this com- 
pany to ‘speak up.’ It will deal with 
facts, and will answer many of the 
charges which have been made 
against the light and power indus- 
try by people who have been trying 
to sell themselves to the country at 
the expense of the utilities.” 


Get Investment Account 


Cyrus Peirce & Co., investment 
house of San Francisco and other 
coast cities, has appointed D’Evelyn 
& Wadsworth, San Francisco, as its 
agency. 


Turn to Agency 


The Scanlan Laboratories, Madi- 
son, Wis., manufacturers of surgical 
sutures, which have placed their 


advertising direct, have appointed 
Arthur Towell, Inc., Milwaukee. 


A & ? | 


VOINETARY CHAINS 


WHOLESALE GROCERS 


LARGE INDIVIDUAL 
STORES 


How Station Time for Food Accounts Is Divided 


pointed Chicago manager of that 
paper. 


Chicago. 


Study of radio advertising by New Era in Food Distribution, 
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Proof 
o the Pudding 


The Perfect Circle Company, 
Hagerstown, Ind., which earned 
$3.74 on its common stock in 1930, 
reported a net of $3.04 for the first 
six months of 1931. The yearly divi- 
dend requirement is $2. President 
C. N. Teetor indicated that earnings 
for the year would approximate $6. 

+ 7 * 


Standard Brands, Inc., reported 
for the June quarter net income of 
$4,406,379, an increase of $194,687 
over the corresponding period of 
1930. 

* * * 

The Royal Baking Powder Com- 
pany also exceeded its 1930 margin 
for the six months ended June 30, 
with net income of $701,453, equal 
to 47 cents a common share. This 
statement includes earnings of Ger- 
man and South American subsidi- 
aries. 

* * * 

Merger of the Standard Oil Com- 
pany of New York and the Vacuum 
Oil Company has been voted by 
stockholders. The resulting Socony- 
Vacuum Corporation will have as- 
sets of almost a billion dollars. Wall 
Street has it that the next move will 
be a merger of the Standard Oil 
Companies of California and New 
Jersey. 

* * * 

Further expansion of the Procter 
& Gamble Company is indicated by 
its purchase of the Sabates Com- 
pany, of Havana, manufacturers of 
perfume and soap. Procter & Gam- 
ble are supposed to have had long- 
ing eyes fixed on the cosmetics field 
for several years. 

* * * 

The Gillette Safety Razor Com- 
pany-United Cigar Stores contro- 
versy has ben settled out of court, 
with the latter receiving $1,900,000 
as balm. In spite of reports that 
United has hooked up with another 
safety razor manufacturer, attor- 
neys said the companies would re- 
sume relations. All existing con- 
tracts were wiped out by the settle- 
ment, however. 

* * * 

The Hudson Motor Car Company 
improved its earnings in the second 
quarter of the year, but is still con- 
siderably below the first half of 
1930, when it earned $2.12 a share. 

* + * 


Earnings of General Motors Cor- 
poration for the first half of 1930 
amounted to $84,122,000, or $1.83 a 
share on common stock, against 
$2.15 a year ago. Alfred P. Sloan, 
Jr., president, said the financial 
position of the company has not only 
been maintained, but strengthened, 
with cash $70,000,000 greater than 
a year ago. Consumer sales for the 
first half of 1931 were 593,564, com- 
pared with 657,829 a year ago. 

“The corporation is enjoying a 
somewhat larger percentage of the 
business available than a year ago,” 
continued Mr. Sloan. “This improve- 
ment in percentage has been well 
maintained, evidencing the continued 
popularity and competitive strength 
of the corporation’s products.” 

* x * 


Coca-Cola International Corpora- 
tion is still rolling up gains. For 
the six months ended June 30, net 
profit amounted to $2,189,000, com- 
pared with $1,825,000 for the pre- 
ceding year. 


Name New Committee 

The Advertising Club of St. Louis 
has appointed a personnel commit- 
tee, with Raymond Voorhis as chair- 
man. He will help sell the club to 
prospective members. 


Retires from Daily 


After a year and a half as editor 
and publisher of the Milwaukee 
Daily Leader, E. J. Costello has en- 
tered the free lance field in that 
city. 


Agency for Publisher 


Success Foundation, Inc., New 
York publisher, has placed its ad- 
vertising with Charles A. Weeks & 
Co., of that city. 


EARLY ‘SMOKE’ COPY 


How Wrigley presented its 
case in 1915, 


Old Theme Is 
Made New by 
Modern Copy 


Chicago, July 30—That copywrit- 
ers have borrowed from both the 
magazine and newspaper schools is 
indicated by a review of the adver- 
tising of the William Wrigley Jr. 
Company for the past 15 years. 


The Wrigley copy as far back as 
1915 remarked as an aside, “fresh- 
ens the mouth after smoking,” fol- 
lowing a list of the other virtues of 
the product. Most of the copy in the 
following years also made some men- 
tion of Wrigley’s as an aid to smok- 
ers. 


In contrast is the current adver- 


tising, where “Wrigley’s makes the 
next smoke taste better” is the 
theme for an entire campaign. While 
the copy explains why this is true, 
it never for an instant wanders 
away from its story to interject any 
claims which in the earlier adver- 
tising tended to obscure the issue. 

The magazine touch is evident in 
the illustrations, which are com- 
manding in size and attention value. 


P. C. Harper, of the J. Walter 
Thompson Company, Chicago, han- 
dling the current Wrigley advertis- 
ing, pointed out that the company 
is leaning heavily on book matches 
to rivet its slogan “Wrigley’s Makes 
the Next Smoke Taste Better” in 
the smoker’s mind. 


“Between August 23, 1929, and 
January 20, 1930, 160 million book 
matches bearing this slogan have 


been given out,” said Mr. Harper. 
“Since February, 1931, 264 million 
book matches carrying the same 
wording have been distributed.” 


Hudson Motor Company 


Selects Erwin & Wasey 


The Hudson Motor Car Co., De- 
troit, manufacturer of Hudson and 
Essex cars, has appointed Erwin, 
Wasey & Co., New York, to handle 
all of its advertising. 

Robert Mickam is the account ex- 
ecutive for Hudson, whose annual 
appropriation is about $1,000,000. 


Get Pump Account 


Morris & Jones, New York, have 
been appointed to handle the adver- 
tising of the Field Force Pump Co., 
Elmira, N. Y., producer of a com- 
plete line of spray rigs. 


We Want You to Know That- 


The surest way to get the best results from 
Outdoor Advertising is to have it handled 
by Specialists who do nothing else. 


We have proved this statement by 25 years 
of exclusive specialization in the Outdoor 
field, resulting in many outstanding suc- 


cesses. 


We deal direct with National and Sectional 
advertisers and some 1200 owners of Out- 
door Advertising structures in over 17,000 
cities and towns in the United States and 


Canada. 


Ours was the first national organization to 
associate Outdoor Advertising with our 
corporate name. This was done to identify 
us as an Agency specializing exclusively 


in Outdoor 


Advertising. 


We are known to the trade as the 


“© DOUBLE A” group of Outdoor 


Advertising 


Specialists. 


We Are Not a General Advertising 
Agency. We could not be Specialists 


in one branch of advertising 
to blanket all branches of it. 


We handle the Outdoor Advertising ac- 


counts of several of the outstanding busi- 


if we tried 


ness leaders of the country who want our 
services because they are exclusively cen- 
tered on this one branch of advertising. 


THEY KNOW WHAT WE WANT YOU 


TO KNOW — 


that specialization is absolutely necessary 
if advertisers are to get the most out of 
their Outdoor Advertising expenditures. 


Should you care to know who our clients 
are, we will gladly give you their names. 
They say they will be pleased to tell any- 


one what they think of us. 


OUTDOOR ADVERTISING AGENCY OF AMERICA 


INCORPORATED 


Outdoor Advertising Only 


PITTSBURGH 
Bessemer Bidg. 


NEW YORK 
Graybar Bldg 


CHICAGO 
6 N. Michigan Ave. 
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JOINS HUMPHREY 


Albert M. Orme 
After five years in the Boston 
office of Batten, Barton, Durstine 
& Osborn, Mr. Orme has joined 
the H. B. Humphrey Co., of that 
city, and will specialize in textile | 
advertising. 


Start New Paper 
The Vincennes (Ind.) Times has | 
been started as a morning daily by | 
Archie A. Mercey. 


KELVINATOR IN 
DRIVE TOKILL 
SUMMER SLUMP 


Detroit, Mich., July 30—The sales 
contest of the Kelvinator Corpora- 
tion, which began July 15 and runs 
to September 15, represents an ef- 
fort to wipe out the summer slump, 
George R. Cullen, publicity manager 


|| of the company explained. 


“From our 17 years of selling 
electric refrigeration,” said Mr. 
Cullen, “we have learned that May 
and June are the months in which 
it is easiest to make sales. House- 
hold business tapers off during July 
and August and drops nearly to 
winter level in September. 

“It was obvious that sales during 
this 60-day period will determine 
whether we experience an ordinary 
business year or an outstandingly 
profitable one. That is why we are 
giving $20,000 in cash and merchan- 
dise prizes to consumers, $18,000 to 
salesmen and spending $250,000 in 
extra advertising during the con- 
test.’ 

The contest is wrapped around a 


“MILK FOR BEAUTY” NEW COPY THEME 


thanks to 


If you would improve your 
health while improving your 


“looks,” try the Refuel-with-Milk idea for 
amonth... 


and notice the difference. 


(ec). 1931, Milwaukee’ Dairy Council 


letter contest on “What I learned 
about Kelvinator.” Each contest- 
ant must go to a dealer’s show room 
and ask for a free contest compari- 
son score card which must be en- 
closed with the letter. +, 


The missive must be mailed to 
the factory. Each entry is punctili- 


537 S. Dearborn St., 


A $250,000,000 Food Bill 
This Year! 


| are spending $250,000,000 this 
year for foods, kitchen equipment, utensils and sup- 
plies...a tremendous market, easily identified, eco- 
nomically reached ....a market in which business 
depressions, seasonal fluctuations and other bugbears 
have surprisingly little effect. 


One publication, and only one, covers the 
hospital food market thoroughly and effectively. 
That publication is Hospital Management. A special 
monthly department devoted to foods and food service 
gives hospital executives, especially those immediately 
concerned with the purchase and serving of food, more 
than twice as much editorial material on this impor- 
tant subject as any other publication. 
consequence, the hospital field turns to the pages of 
Hospital Management for the latest and most authori- 
tative information on food service. 


The wisdom of advertising in a publication 
with such an editorial background is too evident to 
require comment. 


HOSPITAL MANAGEMENT 


The Practical Journal of Administration 
Graybar Bldg., New York 


Chicago * » 


As a natural 


ously acknowledged by headquarters, 
which sends a duplicate acknowledg- 
ment to the dealer for follow-up by 
his prize-hungry minions. 

Prospects who attempt to delay 
purchase of a refrigerator on the 
ground that they feel sure their 
letter will win one of the 35 Kelvin- 
ators to be given away are assured 
their money will be refunded if this 
dream comes true, and that they 
may as well enjoy their refrigera- 
tor right now. 

In the back-of-the-scenes organi- 
zation, the company has ruled that 
no salesman may win part of the 
$18,000 dispensed unless his organ- 
ization is also winner. This proviso 
makes for group co-operation. 

Salesmen and direct mail are be- 
ing pointed at members of Junior 
Leagues, church groups and other 
special service organizations, who 
are asked to enter the contest and 
pledge the prize, if won, to their 
organization. 


COAL MEN SELL 
FOR CASH ONLY 


Asheville, N. Car., July 30—A 
brief advertising campaign announc- 
ing that members of the Asheville 
Retail Coal Merchants Association 
will sell for cash only in the fu- 
ture, has developed inquiries from 
dealers in all lines throughout the 
South. 

The initial copy in the series, pre- 
pared by W. H. Davis, local agent, 
announced “Cash for coal will be 
the thrifty policy of Asheville’s coal 
dealers.” It continued: 

“Now coal and other fuels join 
the lengthening list of commodities 
enjoying the advantages of distribu- 
tion to the consumer on a cash basis! 

“In this age of thrift, buyers for 
home and business have seized 
eagerly on the modern, helpful prin- 
ciple of cash purchasing. The gro- 
cery, drug, dry goods and many 
other fields exemplify the beneficial 
results — better service and better 
prices! 

“It is in line, therefore, with a 
pronounced and progressive business 
trend, that the retail coal dealers 
of Asheville announce here the adop- 
tion, effective at once, of an im- 
proved and thrifty cash policy.” 


Show Distribution 


of Coffee, Spices 

Of 1929 sales of coffee and spices 
of $441,081,000, 22.9 per cent went 
to manufacturers’ own wholesale 
branches, the Bureau of the Census 
reports. 

Manufacturers’ own retail 
branches took 14.9 per cent; whole- 
salers, 21.5 per cent; retailers, 36.7 
per cent; and users, 4 per cent. 


Printers Merge 

The Bartlett Aldus Press has 
been formed in New York by a con- 
solidation of the Bartlett Orr Press 
and the Aldus Printers, Inc., the 
avowed intention being to do the 
finest book and commercial printing 
in America. 

E. E. Bartlett is chairman of the 


Continental Oil 
Men on Airplane 
Prosperity Tour 


Lincoln, Neb., July 30—Swooping 
down from the clouds in a Ford tri- 
motor, a party of Continental Oil 
Company sales executives, bound on 
an airplane “prosperity tour” to 
cover 12,300 miles and 31 states, 
landed at Lindbergh field Saturday. 
The tourists: Harry J. Kennedy, 
general sales manager; Wesley L. 
Nunn, advertising manager; O. B. 
Lloyd and P. J. Ryan, assistant gen- 
eral sales managers; Frank Moore, 
special sales representative; O. M. 
Bounds, manager of aviation sales; 
Top Schier, pilot of the tri-motor; 
G. M. McJunkin, co-pilot; W. F. 
Hird, manager of Continental’s Lin- 
coln sales division, and his assist- 
ants, W. R. Fitzpatrick and F. W..- 
Kimmel. 

“One of the chief aims of this 
prosperity tour is to preach the 
gospel of advertising and intelligent 
sales effort,” said Mr. Kennedy. 
“Advertising is accepted universally 
as a valuable sales help under nor- 
mal conditions, and if it is an aid 
then it certainly should be a vastly 
better one now. 

“Continental is one national ad- 
vertiser that has not reduced its 
advertising budget for 1931. Rather, 
we have increased our appropriation 
in the same measure that greater 
sales effort is necessary to cope with 
keener competitive conditions.” 

Mr. Kennedy said Continental’s 
sales in Nebraska are showing a 
gradual gain. Volume of sales so 
far this year have exceeded the 
corresponding total of 1930. 

The party came from North 
Platte and left for Omaha and Iowa 
points after visiting customers and 
prospects at the Cornhusker hotel. 

Mr. Moore, who has made 30 
radio talks over 29 stations since 
the trip started, spoke for 15 min- 
utes over KFAB on “Advertising 
and Prosperity.” 

The Ford tri-motor was flown to 
Union airport soon after landing at 
Lindbergh field, and the public in- 
vited to inspect it Sunday and Mon- 
day. It is a specially equipped ship 
with radio, Pullman type berth, 
kitchenet, shower, toilet, writing 
desk, and insulation that permits 
of ordinary conversation between 
passengers while in air. 


“Bulletin” Cuts Rates 
The Hotel Bulletin, Chicago, has 
issued a new card, embracing a re- 
duction of 16% per cent in its base 
rates. 


Agency for Cosmetics 


The Simonson Corp., New York, 
cosmetics, has appointed Charles A. 
Weeks & Co., of that city, to direct 
its advertising. 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

and black in Daily or Sunday news sections 

- . » four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to He idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


ARE You 
Overlooking This? 


America’s Most 
Active Churches 


Send for Data 


board and I. Van Dillen, president. 


Cleveland, Ohio 
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TRIPP EXPLAINS 
RATE VIEWPOINT 
OF NEWSPAPERS 


(Continued from Page 1) 


costs, so that he is always in more 
or less control of the situation from 
the net profit point of view. 

Here is his picture of the news- 
paper field: 

“The newspaper has to be pub- 
lished every day. Rain or shine, good 
business or poor, 60 pages or 12, 
profit or no profit, until the sheriff 
knocks down the back door and 
tacks a sign on the front, a news- 
paper has to be published just the 
same, at the same relative cost per 
column of content, or the business 
ceases to exist. 


Can’t Shut Down 


“There is no department of a 
newspaper which can be suspended. 
There are no dull months of the 
year when the factory can be closed, 
left in the hands of a watchman, 
the employees laid off, the overhead 
cut down and the executives in the 
mountains. Not only is there no 
month in the year this can be done 
whether business is good or bad— 
there is not even a week, a day or 
an hour. 


“There can be no curtailment in 
the quality of a newspaper. The 
manufacturer or the retailer can 
shift from silk to rayon, wool to 
cotton, from leather to fabrikoid, 
from copper to tin and he can cre- 
ate something which looks like the 
same article and meets his market. 


“He can re-establish his position 
in his manufacturing field by the 
use of materials and type of work- 
manship which costs him less, but 
still enables him to sell his article 
of manufacture or merchandise at 
the market level which the business 
conditions create. 


“The newspaper must be the same 
thing in August 1931 that it was 
in September 1929. The only differ- 
ence which can exist in its cost is 
that difference which is created by 
the absence of advertising in its 
columns and even that cannot be 
enjoyed to the full extent. When an 
advertiser omits a page of adver- 
tising, the newspaper falls far short 
of saving even his cost for that loss 
of business. 


“In periods of extended depression 
the strictest economies which have 
proved possible have failed to show 
within 50 per cent as much saving 
as it would have cost to produce the 
business of good times. This is be- 
cause a newspaper organization is 
so thoroughly interwoven that there 
are very few places in its labor and 
material costs where savings to any 
profitable extent can be effected 
without a noticeable and damaging 
effect on the product. 

“Even were it possible to make 
these reductions at the cost of qual- 
ity, a complaining advertiser would 
suffer along with the publisher be- 
cause it is only the quality and 
reader-interest of a newspaper which 
makes any advertising profitable, 
and of all the times that an adver- 
tiser needs quality and reader-inter- 
est, the time he needs it most is the 
time when he needs the business 
most.” 

Mr. Tripp said that in spite of 
“daring economies,” the Gannett 
newspapers cost 2 per cent more to 
produce than they did five years 
ago, while 10.9 per cent gain in cir- 
culation is not reflected in the rate 
card. 

Mr. Tripp said the increase in 
costs is due largely to boosts in the 
wage scale to union printers. For 
compositors, the increase has been 
5.78 per cent; for pressmen, 7.68 
per cent, and for stereotypers, 8.82 
per cent, 


Edits Trade Paper 
Hartley W. Barclay has been ap- 
Pointed editor of Mill & Facto 
Illustrated, New York, effective wit 
the September issue. 


DEFENDS RATES 


Frank E. Tripp 


‘Farm Journal’ 
Reduces Rates 
$400 Per Page 


Philadelphia, Pa., July 30—A re- 
duction of $400 per page in advertis- 
ing rates of The Farm Journal has 
been made effective with the Septem- 
ber issue. Premiums for color also 
have been cut. 

P. E. Ward, publisher of The 
Farm Journal, said that paper is the 
first in the farm field and second in 
the country to meet current condi- 
tions. 

“The times demand aggressive ac- 
tion by intelligent publishers to 
serve both readers and advertisers,” 
commented Mr. Ward. 

“Lower prices for supplies, greater 
economy in operating costs, plus a 
policy of building circulation with- 
out forced or expensive methods, en- 
able the efficiently managed publica- 
tion today to effect certain econ- 
omies. 

“We are glad to lead with this an- 
nouncement of a reduction in adver- 
tising rates, and thus do our part to 
help advertisers lower sales costs.” 


Business Paper 
Develops New Plan 


Detroit, Mich., July 29—The Busi- 
ness News Publishing Company, of 
which Frank M. Cockrell is presi- 
dent, celebrated its fifth anniversary 
this week by making four important 
announcements. 

Electric Refrigeration News, which 
it has published every other week 
since 1926, is to be a weekly begin- 
ning with the issue of September 9. 

The Refrigerated Food Section of 
Electric Refrigeration News will be 
launched beginning in September as 
a separate publication under the 
name of Refrigerated Food News. It 
will be a monthly. 

A novel method of advertising 
rate reduction has been worked out 
whereby contract advertisers will be 
permitted to use space in the addi- 
tional issues at a 50 per cent dis- 
count from previous rates. This offer 
will be in effect for four months be- 
ginning September 1. 

The company has announced that 
the subscription rate of Electric Re- 
frigeration News is to be increased. 

Mr. Cockrell, who was formerly 
promotion manager of the McGraw- 
Hill Publishing Company, New York, 
has made a spectacular success of 
his publication without the use of a 
large staff of advertising salesmen. 
Most of his sales effort is carried on 
by mail. 


Veteran Agent Dead 


William D. Law, who served the 
old George Batten Company, died at 
his home in Cranford, N. J., this 
week at the age of 74. After leaving 
the agency he established a printing 
business at Bayonne, N. J 


Joins Lord & Taylor 


I. A. Hirschmann, director of ad- 
vertising for L. Bamberger & Co., 
Newark, will become director of pub- 
licity for Lord & Taylor, New York, 


August 10. 


SPACE SALESMEN 
RIGHT WRONGS 


New York, July 30.—The salesmen 
of space can lick the buyers in golf, 
at least, the tournament at North 
Hills Country Club indicated this 
week. 


Herbert L. Stephen, who conducts 
“The Advertiser” for the New York 
Evening Post, gave this account of 
the festivities: 


“The space-buyers in the agencies 
sold the spacetitioners, as repre- 
resented by the Six Point League, 
mass circulation with a vengeance 
yesterday if the scores turned in at 
the end of the golf tournament at 
North Hills Country Club are to be 
considered any criterion. 

“A qualitative analysis of the 
scores brings out the interesting fact 
that following the fourteenth hole 
most of the contestants were able to 
secure excessive long drives. Until 
the A. B. C. gets an opportunity to 
check all of the figures they will not 
be available for publication. 

“Many of the space-buyers made 
a hurried market survey of the 
woods surrounding the course. How- 
ever the only unreported crop ap- 


Christmas Trees 


To Be Advertised 
Seattle, Wash., July 29— 
The recently formed Washing- 
ton Christmas Tree Associa- 
tion has appointed the J. Wil- 
iams Sheets Advertising Ag- 
ency to handle its national 
campaign. 
The trees will be graded and 
branded as “Cris Cringle.” 


pears to be that of golf balls that 
sailed out-of-bounds. 

“New use for old products were 
demonstrated by one spacetitioner 
smacking his forehead with his own 
niblick. It is still a matter for the 
research department to determine 
his position at the time of the 
smacking. 


“Sampling was demonstrated on 
the nineteenth hole—in fact, it might 
be said full-size packages were used 
for demonstration purposes. H. E. 
Coughlin, M. C. Mogenson & Co., was 
in charge of the display material 
used. 

“Consumer acceptance was shown 
in the dining hall at dinner time. 
The customers were always right 
and appeared to be getting the best 
of service. Reader interest was at 
its highest when George Riley, past 
president of the organization, and 


Hil F. Best, president, called in the 
comptometer crew and added up the 
divots and multiples of digits for 
each hole. 

“Hal V. Proskey, U. S. Advertis- 
ing Agency, gave them the least 
trouble. He had a low gross of 84 
for eighteen holes. Jay Kyle and 
Frank Fisher, both spacetitioners, 
beat Best out of the toss for low 
net, 71. Jack Quick, Mark O’Dea & 
Co., captured low net for the morn- 
ing, with a 30. 

“The agency men will retaliate 
shortly, according to H. B. Le 
Quatte, Churchill-Hall, Inc. They 
will have a high mark in entertain- 
ment to shoot at.” 


Form New Network 
The North American Radio Broad- 
casting System has been formed at 
Los Angeles to operate a national 
chain. Guy C. Earl, Jr., former pub- 
lisher of the Los Angeles Evening 
Express, is president. 


Heads Sales Group 


Richard Hillier has become presi- 
dent of the San Francisco Sales 
Managers’ Association, succeeding 
Robert V. Chandler, resigned. 


Magazine Changes Name 

Effective with the August issue, 
Household Journal, Batavia, IIl., 
changed its name to Household Man- 
agement Magazine. 


RED 


Cleveland 
Ohio 


EFFECTIVE 
October 1° 1931 


eet ee 


UCTION 


in the Cost of 


POSTER 
ADVERTISING 


This company has succeeded in reducing operating 
costs, enabling it to give advertisers the benefit 
of a reduction averaging approximately 12%% 
on poster advertising contracts, in the following 
Ohio cities in which the company operates: 


Cleveland 
Toledo 
Sandusky 


Lorain 
Elyria 


—no more, no less. 


Ashtabula 


The revised increased schedules at lower cost will 
apply to all existing and future contracts to be 
executed after October 1, 1931. 


This company will continue to accord all recog- 
nized space-buying agencies, on accounts of 
national character, the usual commission of 16% % 


Central Outdoor Advertising Co., Nc. 


Toledo 
Ohio 
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ADVERTISING AGE 


August 1, 1931 


A. E. Scholes Dead 


Albert E. Scholes, 87, former 
ublisher of the Flushing (L. I.) 
Daily Times, died at Schenectady, 
N. Y., July 29. He fought in the 
Civil War and later entered the city 
directory publishing field, from which 
he retired to buy the newspaper. 


Leaves Armco 


Anton S. Rosing has resigned as 
publicity manager of Armco Culvert 
Manufacturers Association, Middle- 
town, O., to become editor of the 
Taxpayer, a new monthly to be pub- 
lished in that city. S. R. Ives, gen- 
eral manager, will handle Armco 
publicity. 


Open N. Y. Office 


The Stewart-Davis Advertising 
Agency, Chicago, has opened a New 
York branch in charge of Samuel C. 
Stewart. 


Unapp roached 


influence and penetration 
in the vast textile, apparel 
and related industries 
make the Fairchild pub- 
lications 

A 


SELLING 
POWER 


BILLIONS 


Reg. U. 8. Pat. Of. 


Fairchild Publications 
8 E. 13th Street, New York, N. Y. 


In CHICAGO 
2% of Outlook subscrib- 


ers are in the Social 
Register. 


2.5% are in the Register 


of Directors. 
2.9% are in Who's Who. 


5.8% are on one or more 
of the three lists. 


This means 1 in every 
17 are listed, 1 in 50 
in Social Register, 1 
in 40 in Register of 
Directors and 1 in 34 
in Who’s Who. 


| Report No. 6—Chicago 


OUTLGDK 


> «ad Independent 


*HANJON- 


Electrical Transcription Service 


UNDER SOUTHERN SKIES 


The Sunny South—with melody— 
tradition—Plantation days—Negro 


irituals—banjos strumming and 
shuffling feet—all entertainingly 
presented—giving you the true Sou- 
thern atmosphere from your studio. 
Plaintive, lovable, enjoyable. 


A series of thirteen Electrical 


Transcriptions especially made for 
Radio cast now ready for dis- 
tribution to advertisers and agencies 
for spot broadcast. 


Full commission to advertising 
| agencies. 
. 


THE HANJON COMPANY 
Incorporated 


29 West 57th St. 
New York City, N. Y. 
Phone Circle 7-3833 


EVERY WINDOW 
DISPLAY NEEDS 
A BASIC IDEA 


Too Many Beautiful But Dumb, 
Says Reiser 


St. Louis, Mo., July 30—Today’s 
greatest opportunity for advertisers 
to increase sales without any cor- 
responding increase in cost is 
through more and better window 
displays, S. E. Reiser, display con- 
sultant of the Laclede Gas Light 
Company, told the Advertising Club 
of St. Louis this week. 


To prove the power of displays, 
he said his company can cut sales 
of electric fans 20 per cent on the 
hottest day of the year by the sim- 
ple expedient of removing fans from 
its windows. 

Mr. Reiser went on record as fa- 
voring more motion in displays. 

“The atention value of motion is 
greater than that of artistic effects,” 
he asserted. 

“Likewise, the attention power of 
one or two objects well displayed 
is greater than that of a number 
of products in the same window. 
Even Woolworth’s is recognizing 
this principle and showing more re- 
straint in window displays than 
ever before.” 


The value of display merchandise, 
he said, has been recognized through 
the ages since the days when cara- 
vans trekked their dusty way across 
the deserts. 


“The only difference today,” he 
explained, “is that the whole sub- 
ject is complicated by the ceaseless, 
endless hurry of the crowds, by the 
competition of rival merchandise 
and by the complexity and multiplic- 
ity of rival interests. 


Principles of Display 


“The guiding principles are the 
same as for good advertising copy. 
The display must attract interest, 
create desire and stimulate action. 
Too many windows are beautiful but 
dumb. The first thing to be con- 
sidered in a window display is the 
idea. A display without an idea is 
of little value, regardless of artistic 
effect. 

“What is an idea? It is a force, 
a re-grouping of old things in new 
relations. After you get an idea, 
the thing is to make it interesting. 
Interest comes from color, light, set- 
ting, human interest, dramatics, mo- 
tion or originality, or a combina- 
tion of these elements.” 

Illustrating these points, Mr. 
Reiser said there is nothing in a 
display of electric cooking utensils 
to whet the desire of the prospect, 
Set a table showing them in use, or 
the crisp food which has been 
cooked with them, and the adver- 
tiser is beginning to get somewhere, 
he believes. 

Here is the question which leads 
to sales: 

“Does this display show my goods 
in such a way as to create an image 
in the observer’s mind of the satis- 
faction he can get from their pos- 
session?” 

Mr. Reiser pointed out that the 
national advertiser has a big edge 
on his competitors if he will capital- 
ize it. That is the advantage of 
displaying goods which has already 
been made familiar through adver- 
tising, and in which the public is 
already interested to some extent. 


Tveter Promoted 


by Erwin & Wasey 


T. Norman Tveter has been pro- 
moted to space buyer by Erwin, 
Wasey & Co., New York, to assist 
the present space buyers, L. J. De- 
laney and John W. Sturdivant. 

Mr. Tveter has served in the serv- 
ice detail and media department in 
the New York and Chicago offices 


since November, 1922. 


COAST HOTEL 


ADVERTISING 


A Los Angeles hotel has 


ROO E BATH 


‘L50 


eager coe 
ee 


- J 


sprinkled the West with this 


alleged reproduction of its “cheerful bellboys.” 


McLean, Strong 
Publisher, Is 
Dead in East 


Philadelphia, Pa., July 380—The 
death of William L. McLean, owner 
of the Philadelphia Evening Bulle- 
tin, today, removed a publisher who 
started life as a newspaper carrier 
and rose to the pinnacle of success 
in that field. 


Mr. McLean, who was 79 years 
old, carried papers for the Pitts- 
burgh Leader as a boy. At 20 he 
obtained a position in the circula- 
tion department of the paper and in 
1878, when Calvin Wells bought the 
Philadelphia Press, he became secre- 
tary-treasurer of the paper. 


He purchased the Evening Bulle- 
tin in 1895. Both on that paper and 
the Press, he had an opportunity to 
put many of his progressive ideas 
into operation. While many news- 
papers were deriding the idea of the 
automobile becoming an important 
factor in their business, Mr. McLean 
installed motor trucks. He was cred- 
ited with being the first newspaper 
man in the country to adopt them. 


Chicago Company 
Buys Waverly Papers 


Magazines, Inc., Merchandise 
Mart, Chicago, has bought the 
Waverly Publishing Co., Waverly, 
Ia., publishers of Rhode Island Red 
Journal, Plymouth Rock Monthly, 
Leghorn World, Wyandotte Herald, 
aoe Salesman, and the Waverly 

rio. 


Publishing headquarters will be 
moved to Chicago. A. G. Studier 
will head the poultry publications. 
Associated with him will be O. R. 
Ernst, Frank Gruber and Fred 
Studier. The printing plant at 
Waverly will be in charge of A. C. 
Grossmann. 


Ahrens Hotel Papers 
Get Coast Affiliate 


An affiliation has been formed be- 
tween the Ahrens Publishing Co., 
New York and the Western Hotel 
Reporter, of San Francisco. Ellmore 
Hammesfahr, former Western editor 
at Chicago for Ahrens, has been 
transferred to San Francisco as liai- 
son with Edward T. Maples, pub- 
lisher of the Coast paper, and has 
been succeeded at Chicago by James 
T. McFate. 

The Ahrens papers are Hotel 
World-Review, Hotel Management, 
Institutional Jobber, Gehring Travel 
Guide and International Who’s Who 
among Hotel Men. 


Appoint Judges for 


Stationery Contest 
William A. Biddle, former presi- 
dent of the Direct Mail Advertising 
Association, is chairman of the con- 
test committee appointed by the En- 
graved Stationery Manufacturers 
Association, Indianapolis. J. C. As- 
pley, publisher of Printed Sales~an- 
ship and J. L. Frazier, editor of 7y- 
land Printer, are the other judges. 
The contest will be open to all 
users of commercial stationery, and 
12 awards will be made for letter- 
heads, business announcements, 
greeting cards and business cards. 
The contest closes December 31. 


Callies Quits Radio 
for Appliance Field 


C. H. Callies, who has recently 
specialized in free lance radio copy, 
has been appointed advertising and 
sales promotion manager of the Con- 
lon Corporation, Chicago, manufac- 
turer of electric household appli- 
ances. 

A brother, Albert R. Callies, is 
treasurer of the Chas. H. Touzalin 
Agency, which handles the com- 
pany’s account. 


Past Presidents 
Made Life Members 


Eight past presidents of the San 
Francisco Advertising Club were 
made life members this week. 

They are Rollin C. Ayres, James 
A. Johnston, L. A. Colton, Charles 
S. Young, Sam P. Johnston, Sam T. 
Breyer, John Cuddy and Fred Ker- 
man. Unable to attend were Shirley 
sgl Walter A. Folger and Earl 

urke, 


Becomes “Cosmopolitan” 
Editor on October 1 


Harry Payne Burton, whose ap- 
pointment as editor of Cosmopolitan 
Magazine, New York, was an- 
nounced last week, will assume his 
duties October 1, John R. Hearst, 
general manager, announced. 

Mr. Hearst said Cosmopolitan 
would continue the policies which 
have proved successful heretofore. 

Mr. Burton is no stranger to the 
Hearst organization, having served 
as editor of Hearst newspaper fic- 
tion. 


Morits to Publish 
“Telephone Selling” 


Jules Gilbert Morits, New York, 
as announced plans for a new 
monthly, Telephone Selling, to ap- 
pear in September or October. 


New Name for “Miller” 


National Miller and American 
Miller, Chicago, has changed the 


name to National and American 
Miller. 


COMBAT DESIGN 
PIRACY WITH 
DRESS LABELS 


New York, July 30—Under a plan 
created by the newly-formed Design 
Protection Association, the women 
of the United States will be asked to 
buy only garments bearing the tag, 
“Registered—Design Protection As- 
sociation.” An advertising campaign 
will seek the co-operation of fem- 
inine consumers. 

Thousands of these dress tags are 
being printed by the big silk houses, 
according to the association and they 
will soon be dangling from dresses 
made from their merchandise. 
Among these houses are C. K. Eagle 
& Co., Menke, Kaufmann & Co., 
Shirley Silk Co., Goldstein-Wilkins 
Corp., Stehli Silk Corp., Cheney 
Brothers, Belding Hemingway Com- 
pany and Onondaga Silk Company. 

The association issued a vehement 
statement explaining its plans. 

“The Design Protection Associa- 
tion,” it asserted, “grew out of the 
disjointed efforts of the field to fight 
the piracy of design, or patterns, 
used on dress goods and to get 
through the Vestal Bill, permitting 
of a rapid and inexpensive way of 
copyrighting designs. It has already 
drawn into it a number of the great 
silk houses, as well as affiliated firms 
such as print and dye works. 

“The silk firms have an especial 
grievance against design pirates, 
since printed silk has become widely 
popular for dress goods and patterns 
which sell well are grabbed by com- 
petitors. 

“Just why it is quite legal to steal 
designs, though they may have great 
actual money value, while other 
forms of stealing have been placed 
under the ban, nobody knows. Even 
the old English common law never 
protected patterns. 

“The textile field is tired of this 
form of piracy and has determined 
to build up an ethical sense with re- 
gard to stealing designs and to sup- 
plement it as rapidly as possible by 
an act of Congress. While the law 
is being agitated, temporary meas- 
ures are being taken to protect de- 
signs. 

“The Silk Association of America 
has contributed toward the drive its 
design registration bureau, which 
has been renamed the Textile De- 
sign Registration Bureau. Thousands 
of designs used by the silk goods 
manufacturers have already been 
filed and arrangements will be made 
as soon as they can be worked out 
for filing the designs of the cotton, 
linen and woolen goods manufac- 
turers. 

“Last year, when the bureau was 
being tried out experimentally, lead- 
ing silk houses, such as Marshall 
Field & Company, printed on the 
selvage of their goods made up from 
registered designs the brief state- 
ment that the patterns were reg- 
istered. They and other silk houses 
will continue the custom this year.” 


For Dependable 
Photostat Service 


F. A. RUSSO INC. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975.6-7 
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HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


rT 


ELEVISION 


accurately and truthfully covered each 
“RADIO”, T 


month in ‘ he National 
Trade Magazine. Read by dealers 
who are in the business to stay. 
Write for new 


rate card. 415 Lex- 
ington Ave., N. Y. C. 
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ADVERTISING AGE 


Women in 
Advertising 


Betsy Anne Schellhase 


San Francisco, Cal., July 30—Be- 
hind the current advertising cam- 
paign for C and H Menu Sugar is 
the fine Italian hand of Betsy Anne 
Schellhase, who was dispatched to 
this city from New York by Fuller 
& Smith & Ross to study the needs 
of the California & Hawaiian Sugar 
Company and the Hawaiian Pine- 
apple Company at close range. 

One of Miss Schellhase’s first jobs 
for the former was to find out, by 
actual interviews, what kind of a 
sugar package women would like. 

“What we want,” many house- 
wives said, “is a package that opens 
and closes easily—that pours, and 
prevents spillage and waste. 

“We want a package wrapped in 
wax paper to prevent caking, and 
one that protects the sugar until 
the entire package is consumed.” 

When they said that, they drew a 
picture of the new package of C & 
H, which is the largest sugar re- 
finery in the world. The company 
borrowed the idea of one of the larg- 
est salt advertisers and improved on 
it to make it the central figure in a 
campaign which is already being 
heralded as one of the most sensa- 
tional successes of the year. 

Another piece of Miss Schellhase’s 
work in this campaign was the cre- 
ation of a booklet called “The Sugar 
Doll Family and Their Favorite 
Recipes,” which appeals with equal 
force to a housewife and her chil- 
dren. The dolls can be cut out, while 
the remainder of the booklet offers 
tested recipes. 

The story of “Six Little Dolls and 
How They Grew” is wrapped around 
the likenesses of the “Granny” doll, 
“grannylated” for everything; the 
“Fancy Doll,’ advertising dessert 
sugar; the “Soldier Doll,”—he just 
loves powder; the “Topsy Doll’— 
her fav’rite is brown sugar; the 
“China Doll,” who tells all about 
“Cue-belets” for tea; and old “Kris 
Kringle,” who always uses “Crystal 
Tablets” in his hot drink. 

Miss Schellhase went to Barnard 
College, New York, where she broke 
the monotony by writing features 
for the New York World. Then she 
wrote a column, “Things Decidedly 
New” for Sachs Fifth Avenue, 
which was one of the levers which 
pried open the door to the agency 
field. 

Miss Schellhase spends all of her 
spare moments driving an automo- 
bile in the wide open spaces, pos- 
sibly to court inspiration. She does 
considerable laboratory work of her 
own in an electrical kitchen in a 
rose-covered cottage. 


Fight Bread Law 
Nebraska bakers have obtained a 
temporary order to restrain State 
officials from enforcing the new 
standard weight bread law. 


Joins Curtis Papers 
Jacob F. Weintz, former vice- 
president of Sales Management, 
ew York, has joined the New York 
staff of the Curtis Publishing Co. 


Friendly Takes Rest 


Accompanied by Mrs. Friendly 
and their two children, Edwin S. 
Friendly, business manager of the 
New York Sun, has left for an Au- 
gust vacation at the Idaho Rocky 
Mountain Club, a dude ranch in the 
Stanley Basin. 


Selah Clarke Dead 


Selah Merrill Clarke, night city 
editor of the New York Sun from 
1881 to 1912, died at Canadaigua. 
<n Y., July 26. He was 80 years 
old. 


Liberalize Libel Law 
Alabama’s libel laws have been 
amended so that newspapers which 
make an “honest error’ and correct 
it in later editions are not subject 
to conviction for libel. 


Present New 
Philosophy of 
Textile Copy 


New York, July 29—The Fair- 
child Publications have recently is- 
sued a book which is unique as a 
promotion effort because of the man- 
ner in which it has dramatized new 
merchandising facts in the textile 
and garment industries. 


The book, which is leather-bound 
and consists of 28 pages 12 by 18 
inches in dimensions, contains a re- 
markable presentation of the 
changes which have taken place in 
the textile field, and the manner in 
which the Fairchild Publications 


have adapted themselves to the new 
order of things. 

A new philosophy for the prepar- 
ation of advertising copy for trade 
use is developed in the book, which 
is not being generally distributed, 
but has been presented to a limited 
number of advertisers and agencies. 


Agency Promotes Rogers 


After six years in the service de- 
partment, John S. Rogers has been 
appointed manager of the Pacific 
Coast division of the Criterion Ad- 
vertising Co., New York. 


Can’t Return Bread 


Two Milwaukee dealers have been 
fined for returning stale bread to 
their wholesalers. The law was de- 
signed to prevent unscrupulous driv- 
ers from re-selling stale goods. 


Artographic Corp. 
Opens Eastern Office 


The Artographic Corporation, Jo- 
liet, Ill., reproducers of commercial 
art in color and in all proccesses, 
has opened a New York office at 10 
East 43rd street. 

The new office will make the com- 
pany’s Artographie paint process 
available to Eastern advertisers. 


U. S. Order to Ford 


The Postoffice department has 
placed an order with the Ford Mo- 
tor Company for 1,500 motor truck 
chassis. 


Daily Conducts Opera 


On the largest stage ever erected, 
the Cleveland Press is conductin: 
summer opera in the new municipa 
stadium. 


OUR FLOCK OF MONOTYPES 


EALS playing on rocks off the Cliff House, San Francisco, all look alike 
except for size. They go through the same motions—give the same per- 


formance. They are standardized. Yet they can be taught to balance 


balls on their noses, flap their flippers in applause, and bark for fish. * + + + 

So with semi-automatic machines. The performance varies according to 
the skill of the operator. Take Monotypes, for example. In the quality of their 
production there cannot be as great variation as in hand composition, but 
one operator can get more out of them than another—better spacing, better 
breaks on paragraphs—frequently a similitude of hand work difficult for any 
but an expert to distinguish. * + * 

The flock of Monotypes in our plant have been patiently trained, treated 
with kindness and rewarded by careful grooming. They give a wonderful per- 
formance and save our customers a lot of money over hand work. We will not 
mislead you. If hand work is necessary we will tell you. This advertisement is 
number 9 of a series, showing diversified design. Layout and typography by 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 
228 East 45th Street, New York City 
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THE CAMERA’S EYE SEES THE NEWS 


‘ Aes ies} uae 
FOREIGN PROMOTION EXPERTS DINED BY CLUB 


Here are six members of the Japan Trade Promotion Association of Tokyo and some™ 
of their hosts at the Advertising Club of New York this week. Rudolph Mosse, Inc., New) 
York agency, tendered the luncheon. Rae y 


‘on 


ae 


BOSTON DAILY’S PALATIAL QUARTERS 

In constructing its new home, the Boston Herald-Traveler 
is building around its old plant without stopping publication 
for a moment. 


‘Peter’ the Coal Man 


must have his money! 


Oo gee * 


fect om July let. is & positive step to not only retiewe the 
CASH for COAL adic burdens of the Coal 


Neem ‘ 
Satisfaction @ Service consumers of Pucks. 


OUTDOOR CHIEF 
WHEN MONEY TALKS Frederick W. Kurtz, vice-presi- 


. dent of N. W. Ayer & Son, who 
Coal dealers of Asheville, N. heads the recreated outdoor adver- 


Car +, announce cash policy in ¢ising division of the Philadelphia 
JOINS LIBERTY this copy. (Story on Page 12.) agency. 


Asa R. Blish has become West- 
ern advertising manager for Lib- 
erty, succeeding Ray Clark, re- 
signed. Mr. Blish spent two years 
with the American Weekly, three 
with the New York World and 
four with the Curtis Publishing Co. 


QUALIFIES FOR NATIONAL AMATEUR 


John D. Ames, publisher of the Chicago Journal of Commerce, 
was among the qualifiers for the national amateur golf tourna- 
ment to be played at the Beverly Country Club in Chicago 
August 31-September 5. 


HONORED AT LOS ANGELES He finished fifth in a field of 34 qualifiers with a fine 74-78-152. 
The qualifying round was played at the Onwentsia Country 
John Jay Messler Elliott Hensel Club July 28. 
With Guy T. Burroughs, head of the agency of that name, Messrs. ‘ 
Messler and Hensel were made associate members of Alpha Delta Sigma, | Mr. Ames starred for thr oe Fane oe the golf team of Prince- 
MAKE LIFE HARDER national professional advertising fraternity. Mr. Hensel is advertising ton university, being captain his final year. 
> Pond Gillett ad Suet’ Ra a4 director of the Los Angeles Illustrated Daily News and former presi- A score of 162 for the 36 holes was sufficient to qualify. 
Lo. Beates, wit felt manufac. **™* of the Town Criers’ Club of St. Paul. Mr. Messler is advertising PS beli hah dch an ae 
turers of blades heretofore used ™@nager of the Union Bank & Trust Co., and prominent in organized Mr. Ames friends Sree HO G8 8 Geek qnaner te win the Ce 
with the Gillette razor. advertising. the fates being willing. 
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